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Abstract 
Introduction 
The product from the organization flows to the final 
consumers through multiple channels like direct 
market ing, te lemarket ing, multi-level marketing, trade 
channel etc. The distr ibution trade is most widely used 
channel world wide to make product and services to the 
ult imate customer. The functions within and outside the 
organizat ions are primarily to work towards providing 
customer delight . Engaged employees, aligned trade 
channel in the organization leads to the engaged 
customers who are satisfied and loyal. 
There is a core shift in the focus of marketing away from 
transact ional marketing towards relat ionship marketing. 
Upon l iberal izat ion of economy, the consumers have 
plenty of products and services to choose from. Number 
of players in market has also gone up and monopolist ic 
competi t ion has set in., the trade has started playing a 
very crucial role by dominating the push strategies of the 
company. The wider principles of relat ionship 
management hold greater importance across industries 
today than ever before. 
Kieneth Rolinckki in his book "Managing Ciiannels of 
Dis t r ibut ion" talks about tiie concept of Channelese 
which brings out the power of retailers and channel /Trade 
where in for extending the purchase proposal , retai lers 
can bundle the products from various manufacturer and 
bundles it for a fruitful association and package for both 
customer and companies. 
Success in TRM is about creating a competi t ive advantage 
by being the best at understanding; communicat ing, 
del ivering and developing existing trade rela t ionships in 
addit ion to creating and keeping new customers. 
Trade Relat ionship Management (TRM) solutions can 
enable organizat ions to more effectively manage their 
partner and channel relat ionships. TRM platform can help 
an organizat ion work in collaboration, increase revenue, 
bring about customer satisfaction and reduce costs. 
There are very few studies that researcher could trace 
which deals with the full concept of TRM, mention of few 
variables are found in publications on Partner 
Relat ionship Management, Channel Relat ionship 
Management, similar concepts sounding more like CRM. 
The present study is an attempt to fill this void. 
Research Gap 
Literature reviewed by the researcher show that extensive 
research has been carried out in the area of re lat ionship 
market ing and customer relationship management. During 
the 1990s it was believed that CRM will provide 
organizat ions a strategic advantage. However, the failure 
to get the desired led to further sophis t icat ion. The IT 
centr ic approach found approval during the late 1990s. 
During the same period of time e-commerce, mobile 
commerce and customer centricism also found emphasis . 
Supply chain Management and chain member re la t ionships 
are not alien to scholars. Of late, people have come to 
realise that pull strategy followed in almost all the 
approaches described above would not provide solution to 
organizat ions especially in the service industry in general 
and telecom in particular. Therefore a push strategy may 
be found out. This push strategy would help the suppliers 
maintain trade relationship with their retailers and hence 
lead to customer satisfaction and loyalty. The researcher 
failed to trace any study where the concept of trade 
re la t ionship management has been taken up for study. Few 
variables are found to have been taken up alongside the 
study of partner relat ionship management. In the present 
study an attempt is being made to study the concept of 
TRM and relat ionship between different components of 
TRM leading to customer satisfaction and loyalty. 
The Problem 
Businesses are built on relat ionships. As rela t ionships 
become complex and collaboration is required decision 
system must be able to recognize and process this 
complexity efficiently. Customer Relat ionship 
Management , Supply Chain management, and ERP are 
behind us as neither of these systems can handle the 
complex and encompassing relationship between Trade 
Par tners /Reta i le rs . Variables like prices, incent ives , 
d iscounts , adjustment in invoices, at tending to the 
customers through help desk etc presents a daunting task 
before the sel lers . We have to look for an a l ternat ive . It is 
presumed that Trade Relationship Management can bring 
about a perfect solution. The present study is focused on 
Trade Relat ionship variables leading to better 
management and profitability along with customer 
satisfaction and loyalty. 
Justif ication 
Managers especially in the services sector are facing a 
dilemma as far as relationship management is concerned. 
There is a consensus among scholars that CRM requires 
the company to manage and coordinate communicat ion 
with customers across different media This is because 
different customers have different needs and thus, the 
company should treat them differently However, with the 
growing number of channels through which the company 
can communicate with its customers, gett ing their time 
and at tention has turned into a major chal lenge. 
Accordingly, it has become more difficult for companies 
to find the appropriate media and strategies to use in 
order to communicate with their customers. 
Trade plays very crit ical role in determining the market 
share of the organizat ion. 
Trade satisfaction provides insight into future financial 
performance of the organisation. More and more firms are 
asking these questions as they attempt to measure non-
financial or soft assets and attribute economic value to 
them. 
Trade Management is directly linked to higher revenues to 
the organization as a delighted trade will bring better 
customers for the organization and can reduce the sales 
and distr ibution expenses of the organizat ion. In other 
words, it is the abil i t ies and quality of the trade to 
produce results as well as their wil l ingness to provide 
high-quali ty service and form relat ionships that will 
differentiate thee companies. Thus understanding the 
concept of TRM and relationship of different variables 
and customer satisfaction is the main purpose of this 
study. 
Research objectives 
The main objective of this research is to test inter-
l inkages between different components of Trade 
Relat ionship Management and how far TRM contr ibutes to 
market leadership/Benchmarking status in the industry. 
The specific objectives are as follows: 
The first objective of this research is to understand the 
basic concept of Channel/Trade Relationship Management. 
The second objective of the study is to examine different 
components of Trade Relationship Telecom sector. 
The third objective is to determine if Image of the 
organizat ion is having significant relat ionship with 
different components of TRM. 
The fourth objective of the research is to explore if better 
Trade relat ionship leads to customer loyalty. 
The fifth and final objective is to ascertain if TRM 
directly or indirectly leads to customer satisfaction. 
Hypo theses 
Keeping in view the above objectives of the study, the 
following null hypotheses and alternative hypotheses were 
framed: 
Hoi: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the at t r ibutes 
of most preferred organizat ion. 
Ho2: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the at t r ibutes 
of ROl. 
Ho3: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
organizat ion where profitabili ty is high. 
Ho4: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
organizat ion where cost of dealing is the least. 
Ho5: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the overall 
quali ty of products of the organization. 
Ho6: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the value of 
product /service . 
Ho7: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the Quality of 
personnel of the organization. 
Ho8: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
recommendation of a brand. 
Ho9: Cus tomer ' s Image of the organization is not 
s ignif icantly related to their perceptions of the continuity 
of deal ings in future. 
H Q I O : Cus tomer ' s Image of the organization is not 
s ignif icantly related to their perceptions of the overall 
feeling of the product /service of the organization. 
H Q I I : Cus tomer ' s Image of the organization is not 
s ignif icantly related to their perceptions of the quality of 
interact ion with organiza t ion ' s FOS. 
Hol2: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the Quality of 
Sales Personnel of the organization. 
Hol3 : Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the Quality of 
Order System of the organization. 
H Q H : Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the Quality of 
Trade Promotion Schemes of the organization. 
HfllS: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
possibi l i t ies of increase in share of dealings from the 
organizat ion. 
Hol6: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the 
poss ibi l i t ies of a switchover from the organizat ion. 
Hol7: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the quality of 
invoicing of the organizat ion. 
Hol7a: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the quality of 
claim set t lement of the organization. 
H0I8: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the quality of 
Advert is ing of the organization. 
Hol9: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the quality of 
Backend support of the organization. 
Ho20: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the quality of 
Help Desk of the organization. 
Ho2I: Customer ' s Image of the organizat ion is not 
significantly related to their perceptions of the problem 
solving by the organization. 
Ho22: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the recurrence 
of problem. 
Instrument and Data Collection 
A structured undisguised questionnaire was designed, for 
which validi ty and reliabili ty was worked out. The 
quest ionnaire was administered to 640 respondents as per 
sample calcula t ion. A total of 271 usable quest ionnaires 
were considered for the study. Data was collected from 
National Capital City of Delhi and NCR. The secondary 
data were collected from Journals and trade Journals and 
other publ icat ions from deferent libraries in India. 
Analysis and Interpretation 
Data analysis was carried out in three stages; MS Excel 
and SPSS have been used for calculating Analysis of 
Variance and Multiple regression. The results of the study 
were drawn based on the analysis made. 
The analysis was done using all twenty two variables of 
the study as independent variable and Image as Dependent 
Variable. Analyses both organization-wise and combined 
were carried out. 
Conclusions 
All variables of the independent variable are not 
significantly related to Image which in turn leads to 
customer satisfaction. The major role can be noted for the 
process factors where human interaction and involvement 
is more. Cost, proper Invoicing, actual quality of product 
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and services, and proper sharing of the dealings has 
significant relationship with image. Significant relations 
or near significant values were also found for factors like 
reluctance in switching over to other organization and 
intending to continue with the same supplier even if more 
lucrative offers were made indicate towards customer 
satisfaction and customer loyalty. 
Limitations and direction for future Researcli 
The limitations of the study can be as follows: 
The Smaller size of 240 was rather too small given the 
number of retailers selling connections of different 
service providers today. 
Smaller Geographical Area: The area studied was only 
Delhi and NCR which to the knowledge of researcher had 
largest concentration of retailers in the country. However, 
a larger sample of the multiple states would give more 
reliable results which can be generalised. 
Only six Organizations: There is almost a dozen service 
provider in the telecom sector. However, this study was 
confined to only six service providers. 
The lack of knowledge and theoretical grinding of the 
researcher in the subject in general and statistical 
analysis in particular is one of the biggest limitations of 
this study. 
The studies can be conducted on all aspects of l imitat ions 
of this study. A study with a larger sample size, larger 
area, more organizational coverage, and thorough 
stat is t ical analysis and modelling would yield a more 
reliable results which can be generalised. 
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Chapter-1 
Introduction 
1.0 Background 
We are witnessing a core shift in the focus of marketing 
away from transact ional marketing towards relat ionship 
marketing. (Thorsten Henning-Thurau, Ursuaia Hansen 
2000) .Rela t ionship Management is the key term nowadays 
in the corporate organizations. In the pre-i iberal ized era 
in the country, goods and services were mainly supply 
driven. For example banking, airlines etc. were dominated 
by the Government during that period aptly called License 
Raj. The customer had no choice but to buy the final 
product from the limited choices available and the trade 
channel had ver\ limited role to play that is to push the 
avai lable . However, in Post-liberalized and open 
economy, the trade has started playing a very crucial role 
by dominat ing the push strategies of the company. Today 
the consumers have plenty of products and services to 
choose from. Number of players in market has also gone 
up and monopolist ic competition has set in. Hence, 
re lat ionship management holds greater importance across 
industr ies . 
The period of 1990s is cliaracterised as the time of 
movement and action for organizations and consumers. 
Some key environmental factors provided the setting 
whereby companies changed their at tention and 
or ientat ion toward marketing and the consumer. 
Companies have acknowledged the fact that they must 
change and restructure their way of es tabl ishing and 
maintaining business relat ionships. For example, many 
manufacturers discovered, or more accurately, re-
discovered that RM and CRM are invaluable with 
constantly changing technology and increasing global 
competi t ion (Galbreath and Rogers, 1999; Valent ine, 
1999, Zineldin, 2000, 2005). 
By using A TRM philosophy which includes the 5Qs 
(Zineldin, 2000) and viewing an organizat ion as a 
collect ion of interdependent systems and processes , 
managers can understand how CRM problems occur and 
can strengthen the organization as a whole. 
Trade Relat ionship Management (TRM) solutions can 
enable organizat ions to more effectively manage their 
partner and channel relat ionships Trade Management 
platform helps an organization to work col laborat ively 
with partners to increase revenue, drive customer 
satisfaction and reduce partner management costs . The 
primary function of Trade is to buy the product /service 
and tlien sell it further to the customer. The psychology of 
retai ler (Trade) is different from the customer. A deeper 
insight into individual and group dynamics shows that 
group dynamics plays important role in retai ler trade 
behaviour, as they tend to behave similar within the same 
group, where as consumer behaviour is more 
individual is t ic . 
1.1 Trade Relationship Management Insights 
First of all, the biggest difference lies in the fact that 
consumer & Trade are different enti t ies. The primary 
function of trade is to buy the product/service & then sell 
it further to the customer. 
The psychology of the retailer (trade) is different from 
the customer. Group dynamics plays important role in 
retailer trade behaviour, as they tend to behave similar 
within the same group, whereas consumer behaviours are 
more individual is t . 
The purchase behaviour of trade is repet i t ive& 
transact ional type of nature, whereas it is not the case in 
the consumer behaviour and is need based. 
1.2 Relat ionship Marketing 
Relat ionship Marketing is not new. The principles that 
underl ie it represent the essence of market ing, with it 
focus on concepts like trust, and commitment. If we 
accept that the ult imate goal of marketing act ivi t ies is 
customer sat isfact ion, and that this satisfaction is 
achieved through the creation of value for the customer, 
then many small firms have been practicing "re la t ionship 
marke t ing" for centuries without realizing that was what 
they were doing. The four R's of market ing-retent ion, 
re la t ionships , referrals and recovery are of cri t ical 
importance in the establishment of a successful marketing 
programme. 
Relationships 
Leads to 
Retention 
nroduce 
Referrals 
and easy 
Recovery 
1.3 CRM 
CRM is defined as the practical appl icat ion of 
Relationsli ip Management (RM) theory, integrat ing 
technology and business practices in order to identify, 
accept and build appropriate mutually beneficial 
re la t ionships with customers to maximize value for each 
party (cf. Bose, 2002; Gummesson, 2004). 
1.4 PRM 
Information and Communication Technology and the 
Internet have become the key enablers for channel 
member ' s organisat ions to collaborate for mutual benefit. 
E-channel partners are increasingly viewing the 
improvement of their relationships as a strategic 
component of their efforts to grow revenues while 
control l ing costs . There are many reasons for using 
par tners , such as to expand market coverage, to offer 
special ised products and services, to broaden the range of 
offerings and to provide a more complete solution. 
Furthermore, it gives vendors and par tners ' instant and 
reliable information, provides customers with industry 
specific expert ise , increases capacity to integrate multiple 
products /services , reduces time to market, and finally 
meets customer purchasing preferences with asset /cost 
eff iciencies. Partnering effectively though, is a complex 
under taking, with problems related to the cost to recruit 
par tners , to coordinate par tners ' sales team efforts and 
complex forecast ing processes , to deliver sales tools to 
them, and to reduce control over the sales process . 
Addi t ional ly , there are problems in terms of gaining 
par tners ' mindshare, as well as, the risk of partners 
sel l ing competi t ive products. Partner Relat ionship 
Management s tandardises best practices through out the 
ex tended enterpr ise , using technology appropriately to 
reinforce relat ionships between channel par tners . The 
successful operat ion of today 's net worked supply chains 
mandates that every member must be able to share in 
formation with trading partners and customers in real-
t ime, preferably without manual intervent ion. A 
col laborat ive platform among partners supports the 
partner re lat ionship management and the conversion of 
the information available to knowledge. Par tne rs ' data 
analysis processing, allows members to derive 
information and par tners ' intell igence from data 
warehouse systems by providing tools for querying and 
analysing data, leading to multidimensional view of the 
specific par tners . The outputs of par tners ' data analysis 
are useful to evaluate par tners ' readiness to col laborate 
and to compare and analyse real- t ime business 
performance and customer satisfaction. 
1.5 The Problem 
Businesses are built on relat ionships. As re la t ionships 
become complex and collaboration is required decision 
system must be able to recognize and process this 
complexity efficiently. Customer Relat ionship 
Management , Supply Chain management, and ERP are 
behind us as neither of these systems can handle the 
complex and encompassing relat ionship between Trade 
Par tners /Reta i le rs . Variables like prices, incent ives , 
d iscounts , adjustment in invoices, at tending to the 
customers through help desk etc presents a daunting task 
before the sel lers . We have to look for an a l ternat ive . It is 
presumed that Trade Relationship Management can bring 
about a perfect solution. The present study is focused on 
Trade Relat ionship variables leading to better 
management and profitability along with customer 
satisfaction and loyalty. 
1.6 Justif ication 
Managers especially in the services sector are facing a 
dilemma as far as relationship management is concerned. 
CRM Rowley (2002) argues in line with Harvey that 80 
per cent of CRM implementations fail, and academics 
express scepticism about the viability of interpret ing 
customer data in such a way that it generates useful 
insights into customer and user behaviour. Bolton (2004) 
says that many of the early CRM implementat ions seem to 
have failed to yield the required. 
There is a consensus among scholars that CRM requires 
the company to manage and coordinate communicat ion 
with customers across different media (Thomas and 
Sull ivan, 2005; Payne and Frow, 2005). This is because 
different customers have different needs and thus, the 
company should treat them differently (Boulding et al. , 
2005) . However, with the growing number of channels 
through which the company can communicate with its 
customers , get t ing their time and attention has turned into 
a major challenge (Davenport and Beck, 2000). 
Accordingly, it has become more difficult for companies 
to find the appropriate media and strategies to use in 
order to communicate with their customers. 
Trade plays very critical role in determining the market 
share of the organizat ion. A recent live example from the 
telecom company will highlight the case: 
The company was getting very high score of ITP of 75% & 
the TOM score was also very high to the tune of 90%. But 
the market share of the company was only 50%. Hence, 
the brand was high in customer minds & had high 
intention to purchase, The Company had managed to get 
the required pull in the market place but the intention to 
push was relat ively low. 
Trade sat isfact ion provides insight into future financial 
performance of the organisation. More and more firms are 
asking these quest ions as they attempt to measure non-
financial or soft assets and attribute economic value to 
them. 
Trade Management is directly linked to higher revenues to 
the organizat ion as a delighted trade will bring better 
customers for the organization and can reduce the sales 
and dis t r ibut ion expenses of the organization. In other 
words, it is the abil i t ies and quality of the trade to 
produce results as well as their will ingness to provide 
high-qual i ty service and form relationships that will 
differentiate thee companies. 
Success in TRM is about creating a competit ive advantage 
by being the best at understanding communicat ing; 
del ivering and developing existing trade relat ionships in 
addition to creating and keeping new customers. The 
concept of product life cycle is giving way to the 
customer life cycle, focusing on developing products that 
ant icipate the future needs of existing customers and 
creating services tliat extend existing customer 
re la t ionships beyond the merely t ransact ional . The 
customer life cycle will focus on lengthening the life span 
of the customer with the organization rather than the 
endurance of a particular product. Customers have 
changing needs as their lifestyles alter - the development 
and provision of products or services that cont inuously 
seek to satisfy those needs is good CRM/TRM. Mission 
statements will focus greater attention on how to deliver 
customer satisfaction and organizations will begin to 
structure themselves around customer segments and not 
product l ines. A successful customer relat ionship 
management strategy will address four key areas of the 
business: Strategy, People, Technology and Processes. 
Thus understanding the concept of TRM and relat ionship 
of different variables and customer satisfaction is the 
main purpose of this study. 
1.7 Resea rch Objec t ives 
The main objective of this research is to test inter-
linkages between different components of Trade 
Relat ionship Management and how far TRM contr ibutes to 
market leadership/Benchmarking status in the industry. 
The specific objectives are as follovv's: 
The first objective of this research is to understand the 
basic concept of Channel/Trade Relationship Management. 
The second objective of the study is to examine different 
components of Trade Relationship Telecom sector. 
The third objective is to determine if Image of the 
organizat ion is having significant re lat ionship with 
different components of TRM. 
The fourth objective of the research is to explore if better 
Trade re la t ionship leads to customer loyalty. 
The fifth and final objective is to ascertain if TRM 
directly or indirectly leads to customer satisfaction 
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Chapter-2 
T . i t e r a t u r e R e v i e w 
2.0 Introduction 
This chapter covers the literature review of the foundation 
concepts and subjects which are related to the 
fundamental concept of TRM. Since the researcher failed 
to trace any study pertaining to the theme of the research, 
the related l i terature has been taken into account. 
2.1 CRM 
Interest in customer relationship management (CRM) 
began to grow in late 1980s and 1990s (Ling and Yen, 
2001 ; Xu et al. , 2002). Today, in the business world, 
management recognizes that customers are the core of a 
business and that a company's success depends on 
effectively managing relationships with them. As a result, 
one of the first goals that management has its employees 
achieve is based on a maxim such as "the customers are 
always r ight ," "do whatever it takes to deliver your 
promise" or something similar. All objectives are focused 
to one ult imate goal that is to make customers happy 
because they are the ones who keep the business running. 
Not too long ago, many companies did not consider this 
an important factor and often ignored their customers with 
the result that many of these customers did not come 
back. Often, these objectives become constraints for 
businesses and their employees when they do not have 
appropriate tools , equipment, or methods to achieve this 
goal. Today, technology provides businesses with systems 
that can help companies track cus tomers ' interact ions 
with the firms and allow the firms' employees to quickly 
retr ieve all information about the customers. This concept 
is called a customer relationship management (CRM) 
system and if used properly, could enhance a company 's 
abili ty to achieve the ultimate goal of retaining customers 
and so gain a strategic advantage over its compet i tors . 
The origins of CRM can be traced back to the concept of 
relat ionship marketing (RM) (Gebert et al. , 2003; Zablah 
et al . , 2004). The term RM was initially coined by Berry 
(1983), who defined it as at tract ing, maintaining and in 
multi service organizations - enhancing customer 
re la t ionships . This emphasis on relat ionships defines how 
companies interact with their customers (Gummesson, 
1999; Sheht and Parvatiyar, 2000). CRM is the outcome of 
the continuing evolution and integration of marketing 
ideas and novel available data, technologies , and 
organizat ional forms with the goal of engaging in a 
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meaningful dialogue with individual customers (Boulding 
at al . , 2005; Campbell , 2003). While RM does not 
acknowledge the technology underlying the management 
of customers , CRM uses information technology (IT) in 
implementing RM strategies (Ryals and Payne, 2001) . 
CRM is often referred to in the l i terature as one-to-one 
marketing (Peppers and Rogers, 1999). CRM also has ita 
roots in relat ionship marketing which is aimed at 
improving long run profitability by shifting from 
transact ion-based marketing, with its emphasis on 
winning new customers, to customer retention through 
effective management of customer re la t ionships 
(Christopher et al. , 1991). 
Regardless of the size of an organization, businesses are 
still motivated to adopt CRM to create and manage the 
relat ionships with their customers more effectively. An 
enhanced relat ionship with one 's customers can ult imately 
lead to greater customer loyalty and retention and, also, 
profi tabil i ty. In addition, the rapid growth of the internet 
and its associated technologies has greatly increased the 
opportuni t ies for marketing and has transformed the way 
relat ionships between companies and their customers are 
managed (Bauer et al. , 2002). Marketing Intel l igence & 
Planning 
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Although CRM has become widely recognized as an 
important business approach, there is no universal ly 
accepted definition of CRM. Swift (2001) defined CRM as 
an "enterpr ise approach to understanding and influencing 
customer behaviour through meaningful communicat ions 
in order to improve customer acquisi t ion, customer 
retent ion, customer loyalty, and customer profi tabi l i ty" . 
Kincaid (2003) viewed CRM as "the strategic use of 
information, processes, technology, and people to manage 
the cus tomer ' s relationship with your company 
(Market ing, Sales, Services, and Support) across the 
whole customer life cycle". Parvatiyar and Sheth (2001) 
defined CRM as "a comprehensive strategy and process of 
acquir ing, retaining, and partnering with selective 
customers to create superior value for the company and 
the custo.mer. It involves the integration of market ing, 
sales, customer service, and the supply-chain functions of 
the organizat ion to achieve greater efficiencies and 
effectiveness in delivering customer value" . These 
definit ions emphasize the importance of viewing CRM as 
a comprehensive set of strategies for managing those 
re la t ionships with customers that relate to the overall 
process of marketing, sales, service, and support within 
the organizat ion. Moreover, information technology (IT) 
and information systems (IS) can be used to support and 
integrate the CRM process to satisfy the needs of the 
customer. Choy et al. (2003) suggests that CRM is an 
information industry term for methodologies, software, 
and usually internet capabil i t ies that help an enterprise 
manage customer relat ionships in an organised way. It 
focuses on leveraging and exploiting interactions with the 
customer to maximise customer satisfaction, ensure return 
business , and ultimately enhance customer profi tabil i ty. 
In pract ice , however, managers often perceive CRM from 
different perspect ives , for example, CRM is a part of 
marketing efforts, customer service, particular software 
and technology, or even process and strategy. Luck and 
Lancaster (2003) suggests that the term CRM has become 
a buzzword, with the concept being used to reflect a 
number of different perspectives. 
CRM has attracted the attention of pract i t ioners and 
academics over the past two decades. There is 
substant ial ly large body of li terature on the broad subject 
of CRM. 
According to Kincaid (2003), West (2001) and Xu et al. 
(2002), Sinisalo (2007), CRM comprises three major 
functional areas: 
(1) Market ing; 
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(2) Sales; and 
(3) Services and Support. 
These three components may be seen as the life cycle of a 
customer relat ionship that moves from market ing, to 
sales, to service and support (West, 2001). Indeed, IT and 
IS are the other crucial components in support ing and 
maintaining these three functional areas as well as the 
whole CRM process (Kincaid, 2003). 
CRM is a comprehensive strategy and process of 
acquir ing, retaining and partnering with selective 
customers to create superior value for the company and 
the customer (Parvatiyar and Sheth, 2004). Also, 
according to Anton (1996) and Anton and Hoeck (2002), 
CRM is a comprehensive business and marketing strategy 
that integrates technology, process, and all business 
act ivi t ies around the customer (Anton, 1996; Anton and 
Hoeck, 2002). It is mostly defined in terms of the 
acquisi t ion and retention of customers and the result ing 
profitabil i ty (Menconi , 1999; Nykamp, 2001). Brown 
(2000) defines CRM as "the key competit ive strategy you 
need to stay focused on the needs of your customers and 
to integrate a customer-facing approach throughout your 
organizat ion". Chatterjee (2000) also points out that CRM 
is a discipline which focuses on automating and 
improving the business processes associated with 
managing customer relat ionships in the area of sales, 
management , customer service, and support. An effective 
CRM is assumed to lead to bottom-line benefits for the 
organizat ion (Anton and Hoeck, 2002; Connelly and 
Yoger, 2001 ; Cusack, 1998; Rust and Zahorik, 1993; 
Swift, 2001 ; Tschohl , 2001). According to Feinberg and 
Kadam (2002), profits increase by 25-80 percent when 
customer retention rates increase by five points . It is 
important to note that only about 40 percent of CRM 
implementat ions are successful (Feinberg and Trotter, 
2001) . Although it may be universally believed that CRM 
appl icat ions are crucial , it is, at the same t ime, clear that 
not everyone is successful in implementing CRM or even 
if CRM is related to customer satisfaction or sales/profi t . 
These point sharply the need to empower CRM 
capabi l i t ies and seeking the opportunit ies of integrating it 
with other approaches, such as QFD. By this integrat ion, 
CRM becomes more efficient and more effective. 
From the first theories about CRM to the present day, 
many authors gave their interpretation of the CRM 
approach and offered a variety of definitions of CRM. In 
par t icular , a systemic bibliographical study enables us to 
define three different approaches to CRM. The first 
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approach is the technological one: it considers CRM to be 
a data-process ing instrument to support marketing 
ac t iv i t ies . Twogood (1998) supports this way of thinking, 
underl ining the operative tools (e.g. the data warehouse) 
that help the company to create and maintain a 
re la t ionship with the client. 
The second approach is the process approach: CRM is the 
process of l inking client knowledge and management: 
CRM extends the concept of selling from a discrete act 
performed by a salesperson to a continual process 
involving every person in the company. It is the 
ar t /science of gathering and using information about your 
customers to build customer loyalty and increase customer 
value (Tuck, 1998).Another similar definit ion can be 
found in Craw Cour (2000): 
CRM is the active process of the knowledge (not the data) 
about clients widening, so that the company could use that 
knowledge to personalize the corporate business and 
strategies in order to satisfy every client individual need. 
Finally, there is the conceptual approach: it identifies 
CRM as a philosophy. The authors taking up this approach 
consider the CRM to be a complex strategy involving all 
the corporate organizing structure in order to s trengthen 
the relat ionship with the client; they avoid considering 
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CRM only as an instrument of data collect ion. According 
to the conceptual theory, through the CRM the business 
culture becomes cl ient-oriented. One of the first authors 
adopting a conceptual definition was Middleton (1999) 
who asserted that CRM must allow the companies to know 
their cl ients and, thanks to the new opportunit ies given by 
the new information and communication technologies , to 
create a long-last ing customer relat ionship. Eberhardt 
(2001) thinks the same and suggests shifting the corporate 
strategy to focus on correct management of customer 
re la t ionships , understood as a real strategy rather than a 
data-process ing application suite. Gebert et al. (2003) 
also define CRM as a business strategy and systematic 
approach issuing from relationship and one-to-one 
marketing which is based on the integrated and active 
management of personalized relat ionships with customers. 
Gee et a l . , (2008),The need for businesses to retain 
customers is an important issue in today ' s global 
marketplace. To retain customers, a business must forge 
loyal and long-term relationships with profitable 
customers . Reasons why customers leave a company are 
discussed, and preventat ive strategies are considered. 
Sin et al . , (2008) , found favourable impact of CRM on 
marketing performance to be larger than that on financial 
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performance, especially for the financial industry. This 
result is not surprising because CRM is grounded on the 
principles of relat ionship marketing. Managers , therefore, 
can effectively boost their marketing performance (trust 
and customer satisfaction) through proper implementat ion 
of CRM. 
Gummesson, (2008), Relationship marketing, CRM and 
one-to-one marketing - ail with roughly the same meaning 
but with partially different origin and emphasis - are 
established concepts today. These are meant "to create 
long-term relat ionships with loyal cus tomers . " He 
concludes that there has to be a balance between 
stakeholders which to him is influenced by power, a 
phenomenon which marketing li terature dodges but 
pract i t ioners encounter daily. 
2.2 Customier Cen t r i c i sm 
Given that the C of CRM stands for the customer, it is 
imperative that a business develops a customer centric 
vision (Thakur and Summey, 2005; Kale, 2004). 
According to Day (2003), a customer centric approach is 
achieved when the belief that customer retention is of 
the highest priority transcends through all departments of 
an organisat ion. As a guiding principle, Reichheld et al. 
(2000) suggest that "customer repeat purchase loyalty 
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must be the basic yardstick of success". If a business can 
successfully achieve repurchase behaviour, then it is on 
the way to generating customer loyalty. In agreement , 
Kumar et al. (2006) comment, "second-time customers are 
more likely to become tHird-time customers than first-
time customers are to become second-time customers , and 
so on". To generate repeat purchase behaviour, a business 
must understand exactly what is important to its 
customers . Kale (2004) believes that a company needs to 
"precisely ascertain what knowledge about customers is 
required in order for it to retain, grow, and delight its 
most valued customers" . Berman (2005) concurs and 
explains that a company must deliver at tract ive 
requirements , providing delight for the customer, in order 
to generate future sales. In addition to this, a company 
must understand the different expectations from distinct 
segments of its customer database (Mittal and Katr ichis , 
2000). 
Maguire et a l . , (2007) , in their study of the adoption of e-
business and knowledge management in SMEs found that 
ERP, SCM or CRM applications are used by SMEs 
independently where as large enterprises tend to use 
integrated ERP, SCM and CRM appl icat ions , so the 
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requirement to link the information independently has 
been removed. 
Agarwal (2004) , describes the basic concepts of Customer 
Relat ionship management and how it can bring about 
renaissance in hard times in South Asia. However, he 
talks of proper implementation of CRM for expected 
resul ts . 
2.3 mCRM 
The proliferat ion of technology-based systems and their 
rapid advancement are bringing about fundamental 
changes in how companies interact with customers 
(Parasuraman and Zinkhan, 2002). Digital channels , for 
instance, are considered to create unique and posit ive 
experiences - not just transactions - for customers by 
mixing aspects of product, service, brand and 
communicat ion (Wind et al. , 2002). In pract ice , this 
development has led to a situation where several 
companies and industries have started util izing the mobile 
medium to promote CRM activit ies. 
Some publicat ions have concentrated purely on mCRM. 
For instance, the book by Newell and Lemon (2001) can 
be considered one of the first publications concentra t ing 
on mCRM. It strives to explain how businesses can 
incorporate wireless technologies into exist ing operat ions 
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and strategies. Chan and Lam (2004) examined features of 
CRM implemented on the internet (eCRM) and the mobile 
channel (mCRM) from the customer's perspective and, 
consequently, proposed an analytical framework for 
examining current practices. Camponovo et al. (2005) 
explored the value of mobile CRM service offerings to 
consumers in the Italian market. Additionally, Sinisalo et 
al. (2006) illustrated the underlying issues of the 
initiation of mCRM. From the business engineering 
viewpoint, Schierholz et al. (2006) presented a structured 
method by which mobile business can be introduced to the 
CRM field. In addition to these studies, mCRM has 
generated a number of non-academic works such as white 
papers. Giving all credit to the previous studies, this 
-investigation, with the inclusion of a case study, is 
expected to be a welcome addition to this research stream 
since the main proportion of the literature on mCRM is 
conceptual in nature and lacks empirical evidence. 
In existing literature, there is a consensus that CRM 
requires the company to manage and coordinate 
communication with customers across different media 
(Thomas and Sullivan, 2005; Payne and Frow, 2005). This 
is because different customers have different needs and 
thus, the company should treat them differently (Boulding 
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et al. , 2005). However, with the growing number of 
channels through which the company can communicate 
with its customers , getting their time and at tent ion has 
turned into a major challenge (Davenport and Beck, 
2000). Accordingly, it has become more difficult for 
companies to find the appropriate media and strategies to 
use in order to communicate with their customers. 
Especial ly , promising for CRM purposes is the potential -
established by the integration of electronic media and 
database technologies - for creating unique and 
personalized communication with individual customers 
(Schultz and Bailey, 2000; Peltier et al. , 2003). As stated, 
this potential has been gradually put into practice by 
several industr ies . Paralleling this development, the 
internet as a channel through which to manage customer 
relat ionships (eCRM) has attracted significant at tention 
among academics (Bradshaw and Brash, 2001; Feinberg et 
al . , 2002; Fjermestad and Romano, 2003). Despite of 
being a subset of eCRM, mCRM has gained far less 
attention (Sinisalo et al., 2006; Schierholz et al. , 2006). 
Although the potential of the mobile medium within CRM 
is broadly acknowledged among academics (Kannan et al . , 
2001 ; Barnes and Scornavacca, 2004; Aungst and Wilson, 
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2005) , there is still a severe lack of research that delves 
into this nascent phenomenon. 
Schierholz, et a l . , (2007) , have analyzed a mult i tude of 
approaches in the field of mobilizing business processes , 
focusing on their applicabil i ty and application in the CRM 
context . The method helps business managers to design 
mobile CRM solutions which are in line with the goals 
defined by the corporate strategy. By applying this 
method, the risk of mobile init iatives in the CRM context 
is reduced, since it provides a structured and consistent 
procedure for the definition of goals, the identif ication of 
potent ials for the fulfilment of these goals as well as 
recommendat ions for the systematic exploi tat ion of these 
potent ia ls . The application of this structured method 
should avoid the pitfalls of technology-driven IT 
ini t ia t ives which various companies have experienced, 
part icularly with mobile technologies. 
Valsecchi et a l . , (2007) , found that in 2005, 1,077 mCRM 
services were used by 405 companies in Italy. The main 
benefits found were the improvement of customer 
sat isfact ion, an increase in the efficiency of internal 
processes and an increase in revenue. 
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2.4 IT and CRM 
To understand customers ' requirements, data analysis 
becomes increasingly important. Indeed, to undervalue 
data analysis is one of Kale 's (2004) seven deadly sins. 
Important ly, this data analysis can be relatively simple in 
pract ice and does not have to require expensive CRM 
software (Bland, 2004). If a business can develop a 
database, which allows analysis of customer requirements 
across different customer segments, it can begin to serve 
its customers better. The internal data warehouse held 
by a company is an extremely important asset. Jackson 
(2005) suggests that if everything else is equal , 
" internal data is the one differentiation and competi t ive 
advantage available to a company concerning its 
cus tomers" . Furthermore, Boulding et al. (2005) note 
that firms with the required customer information in place 
exhibit superior performance. 
Effective data analysis also enables a company to manage 
loyalty profitably (Reichheld and Detrick, 2003). With 
the right data and appropriate analysis, Raman et al. 
(2006) report that a business can identify profitable 
customers with whom to further re la t ionships , and 
identify unprofitable customers with whom, remedial 
action is required. Thomas et al. (2004a) comment 
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"Stable , healthy growth is built on the profi tabil i ty of 
customers , not their raw numbers or their loyal ty" . While 
some authors suggest that the profit gained from some 
customers deems them not worth serving (Reinartz and 
Kumar, 2002), in practice this does not seem a viable 
option for most companies (Wood, 2005). According to 
Wood (2005), a company cannot afford to reject the 
business of any customers, since even low-value 
customers still produce revenue. A question posed is 
whether the overheads of a company would fall by 10 per 
cent if it did not serve the 50 per cent of its customers 
who only contr ibute to 10 per cent of its revenue. Again, 
according to Wood (2005), "the answer is always 
negat ive" . Therefore, what businesses must do is to 
manage and adopt sensible operating costs for different 
customer segments. 
In addit ion, data analysis can be used to effectively 
manage marketing spend on different customer segments. 
Analysing the LTV of a customer allows appropriate 
al location of a company 's resources (Day, 2003). 
According to Kale (2004), LTV can be defined as, "the 
estimated profitabili ty of a customer over the course of 
his or her relat ionship with a company". Ryals (2005), 
along with Reinartz and Kumar (2003), provide 
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methodologies for LTV calculation methods. Kale (2004) 
cites Har rah ' s casino, which segments its customer 
database based on LTV. The majority of marketing spend 
is devoted to its top platinum customers as they provide 
85 per cent of the revenue. New customer acquisi t ion is 
regarded by most companies to be near the top of the 
marketing agenda (Banasiewicz, 2004). The directional 
policy matrix (DPM) ighlighted by McDonald (2005) 
allows a company to compare different markets or 
market segments. The DPM reviews market segments 
categorised by potential and therefore a t t ract iveness to 
the company, the firm's relative strengths in those 
markets , and the relative importance of each market 
segment. With a review of all potential markets and the 
f i rm's strengths and weaknesses, s trategies can be 
highlighted to acquire customers in the best fitting market 
segment or segments. However, while acquiring new 
customers is important for the growth of a company, this 
must produce incremental business for sustainable growth. 
If new customers simply replace the at tr i t ion of past 
customers , then the turnover of the business will not 
grow. With this in mind, companies must also focus on 
recapturing deviating customers. 
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Griffin (2001) found that 68 per cent of customers leave 
for no special reason. Therefore, companies must put in 
place an effective win-back strategy to sustain the 
customer base. Data analysis allows a company to 
highlight customers who have stopped purchasing and 
whom should be the focus of the win-back strategy. 
Furthermore, appropriate analysis will allow a profile to 
be generated of those customers who are likely to defect. 
This insight allows at risk customers to be given special 
attention where appropriate . There is also a posit ive 
strategic reason for targeting the win-back of old 
customers over the acquisition of new customers . 
Thomas et al. (2004b) found there is a "20 per cent to 40 
per cent chance of successfully repeat-sel l ing to a lost 
customer, and only a 5 per cent to 20 per cent chance of 
successfully closing the sale on a brand new customer". 
Griffin (2001) suggests that a company should regularly 
grade and segment lost customers. The company must then 
focus on understanding the lost customer 's needs, and, 
with this , develop a communication plan to reinstate the 
cus tomer ' s confidence in the business. With this method, 
Griffin (2001) suggests lost customers can be induced to 
return. However, there is a cautionary note. A 
company ' s win-back strategy should think big but start 
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small. Evaluation and refinement of the win-back strategy 
will then allow the company to increase the 
effectiveness of the strategy. 
With the correct database, analysis , customer acquisi t ion 
strategies and win-back strategies in place, managers 
must not lose focus on other changes that are required for 
managing customer loyalty and effective CRM. While a 
customer delight programme will enable customer 
loyalty to be developed, the business must be in a 
posit ion to implement such a programme. Herman (2005) 
provides a checklist for readiness in implementing a 
programme. Effective business processes must be in place 
to allow promises to be delivered (Little et al. , 2006). 
Terblanche and Boshoff (2006) note the requirement for 
training and educating staff in handling of interpersonal 
cal ls . This is particularly relevant given the need to 
effectively handle complaints (Homburg and Fu" rst, 
2005). Well trained, helpful staff can also provide 
posit ive switching barriers (Jones et al. , 2000). Indeed, 
managers must also focus on employee satisfaction to 
yield customer satisfaction (Johnson and Chiagouris , 
2006). A study by Rucci and Kim (1998) discovered that 
a 5 per cent rise in employee atti tude scores resulted in a 
1.3 per cent increase in customer satisfaction and a 0.5 
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per cent increase in revenues. Finally, given the review 
of loyalty schemes, managers must decide whether this is 
a relevant and viable option for the company. Any 
managers wishing to implement or review a current 
loyalty scheme are referred to the checklist provided by 
Uncles et al. (2003). 
Anthony (2008) , Knowledge-based customer re la t ionship 
management is the highest sophistication of customer 
service as it deals with long term effects like building 
customer loyalty and value over the lifetime of the 
customer. As such, the move to this level of functional 
sophist icat ion in customer relationship management is a 
s trategic change that has colossal ramification in long-
term organizat ional competi t iveness. 
Nguyen et al . , (2007),CRM system is not "just another 
information too l . " If applied properly, CRM programs can 
contr ibute exceptional economic value to the company as 
well as competi t ive advantage. Implementing CRM 
systems can enhance an organizat ion 's ability to improve 
customer service, which in turn can generate revenue. 
However, not all organizations who implement CRM have 
been successful. 
Javalgi ,R.G. , et al. , (2006), the alignment of CRM 
ini t iat ives with overall corporate strategy is imperat ive. 
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Many CRM ini t ia t ives have failed because a firm does not 
integrate a CRM strategic vision with the overall company 
mission and vision. An integrated CRM vision supports a 
customer-centr ic focus and aligns the overall CRM vision 
of the company with the business processes and key 
const i tuents : customers , employees, and business partners 
(Greenberg, 2004). 
2.5 Channel Member Relationship management 
Gassenhei Gassenheimer et al., (1996), Long-term 
rela t ionships are based on the interest and concern for 
each o the r ' s goals and objectives, along with the 
reciprocal process of fairness and honesty. The future of a 
mutually beneficial working relationship is not based 
solely on financial performance but also on the 
contr ibut ions of both parties through co-operat ive 
behaviour and trusting relat ions. Understanding the 
process between channel members in extended 
rela t ionships is in the embryonic stages of development. 
The conceptual process has been defined, yet there is 
little empirical evidence that consistently supports the 
logic. This study was an attempt to contribute to the 
exist ing body of knowledge and advance the thinking of 
others in this direction. Many questions remain 
unanswere-d. For example, what impact does the suppl ie r ' s 
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view of the relat ionship have on its future plans? Does the 
dis tr ibut ion of power in the channel affect the action and 
reactions of both parties simultaneously? How would an 
additional channel participant affect the inter-firm 
exchange process? These and similar issues could assist 
channel members not only in developing better 
re la t ionships but also in organizing channel structures 
that will operate more effectively. 
Geyskens and Steenkamp (2000) in their study argue that 
economic satisfaction and social satisfaction are 
"conceptual ly dist inct , created through different pract ices 
and has a different impact on channel re la t ionships" . 
Further it is stressed that a failure to dist inguish between 
these two types of satisfaction will lead to contradictory 
research results and will reduce the f irm's ability to 
effectively manage channel relat ionships. The central 
issue addressed by this study is the relat ionship between 
economic satisfaction and relationship commitment in 
distr ibution channels. While both social satisfaction and 
economic satisfaction impacts the build up of relat ionship 
commitment , the present study limits its scope to the 
relat ionship between economic satisfaction and 
relat ionship commitment. Various studies have explained 
numerous antecedents and consequences of channel 
35 
sat isfact ion. Geyskens et al. (1999) present an exhaust ive 
review of studies focusing on channel satisfaction as a 
major construct . In their meta-analytic study, a structure 
conduct outcome (SCO) framework is developed for 
presenting channel satisfaction in its theoret ical 
perspect ive . According to this framework, economic 
satisfaction is not directly linked to commitment; it is 
however presented as an indirect antecedent of 
commitment . However, several studies in the recent past 
have linked satisfaction directly to relat ionship 
commitment . These studies span rela t ionships in 
marketing channels , business-to-business markets as well 
as services marketing contexts. In the channel 
re lat ionship context; Geyskens and Steenkamp (2000) 
showed that economic satisfaction is associated with 
greater construct ive response strategies like loyalty. 
Similarly, Zineldin and Jonsson (2001) found evidence for 
a direct link between satisfaction and commitment among 
suppliers and distr ibutors in the Swedish wood industry 
and Ramaseshan et al. (2006) found a direct linkage 
between economic satisfaction and rela t ionship 
commitment among department stores and the store 
landlords in China. In the business- to-business 
relat ionship l i terature, Ulaga and Eggert (2006) and 
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Abdul-Muhmin (2005) have established the linkage 
between satisfaction and commitment. In the services 
marketing l i terature, Sharma and Patterson (2000) 
establ ished a direct linkage between sat isfact ion and 
re la t ionship commitment in the context of the re la t ionship 
between financial advisors and their clients in Austral ia 
and Paulin et al. (2006) found evidence for job 
satisfaction and organizational commitment among service 
employees in a private hospital in North America. Thus, 
theoret ical support to consider a direct l inkage between 
sat isfaction and commitment in the context of marketing 
channels is significant. Here we consider the direct 
impact of economic satisfaction to re la t ionship 
commitment and look at the moderating effect of other 
variables in this relat ionship. 
Jonsson and Zineldin (2003), found that a good 
reputat ion, close relationship and positive re la t ionship 
benefits are key variables for the achievement of high 
sat isfaction in a "high trust and commitment 
re la t ionship" . 
Chang et a!., (2003), say that the effect of supplier 
channel management behaviour or re ta i l e r s ' market 
or ientat ion and overall business performance is examined 
in the context of automotive supplier-dealer re la t ionship . 
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They found that supportive management styles have . a 
posit ive effect on marlcet orientation 
Eigne and Blesa (2003), have studied the re la t ionships 
between the manufacturer 's market orientation behaviours 
and the d i s t r ibu tor ' s trust in the relat ionship and 
satisfaction with it. They also analysed the effect of the 
d i s t r ibu tor ' s trust on his/her satisfaction. Fol lowing a 
review of the l i terature, three alternative models of 
relat ionships between trust and satisfaction are compared. 
For this purpose the article presents the results of a study 
of the Spanish ceramic industry. These establish that the 
effect of the manufacturer 's market orientat ion on the 
d i s t r ibu tor ' s trust and on its satisfaction with the 
relat ionship is different depending on which dimension is 
considered. The model that best fits the data shows that 
trust improves the dis t r ibutor 's satisfaction with the 
re la t ionship . 
Paswan (2003), this study empirically explores one of the 
important channel issues - the relat ionship between 
various channel support given to channel partners and the 
perceived (by managers) goal-orientation of a firm. 
Results from an emerging market, India, indicate that 
perceived orientation towards both profi tabil i ty and 
market share is not associated with any of the channel 
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support considered. Growth orientation however is 
strongly associated with most of the channel support 
act ivi t ies - both business (e.g. , business advice, pricing 
and ordering assis tance, and personnel t raining) as well as 
marketing (advert is ing support, sales promotional 
material , and inventory management assis tance) oriented 
act iv i t ies . In contrast , perceived sales volume orientat ion 
is only associated with advertising support and business 
advice, however, the relationship is negat ive. These 
findings have interesting implications for channel 
management and channel motivation. 
Vlachopoulou (2005), Information and Communicat ion 
Technology and the Internet have become the key enablers 
for channel members-organisat ions to collaborate for 
mutual benefit. E-channel partners are increasingly 
viewing the improvement of their re lat ionships as a 
strategic component of their efforts to grow revenues 
while control l ing costs. There are many reasons for using 
par tners , such as to expand market coverage, to offer 
specialised products and services, to broaden the range of 
offerings and to provide a more complete solution. 
Further more, it gives vendors and par tners ' instant and 
reliable information, provides customers v/ith industry 
specific expert ise , in creases capacity to integrate tr iple 
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products /serv ices , reduces time to market, and finally 
meets customer purchasing preferences with asset /cost 
eff iciencies. 
Partnering effectively though, is a complex under taking, 
with problems related to the cost to recruit par tners , to 
coordinate par tners ' sales team efforts and complex 
forecasting processes, to deliver sales tools to them, and 
to reduce control over the sales process. Addit ional ly , 
there are problems in terms of gaining par tners ' mind 
share, as well as, the risk of partners selling competi t ive 
products . 
Fung et a l . , (2007) , examined the impact of supplier and 
customer relat ionship management and business 
operat ions on the firm's performance in the texti le and 
clothing industry in Hong Kong. 
They investigated the association between supplier 
re la t ionship , customer relationship, business operat ions 
and performance in trade intermediaries. Business 
operat ions of intermediary firms embody both lean supply 
process and management of supply chain re la t ionships in 
a t r ipart i te context. Traditional measures of mere supplier 
and customer relationships count little in their 
contr ibut ion to intermediar ies ' success. With increasing 
outsourcing trend in global business and competi t ion 
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between supply chains, trade intermediaries play a 
significant role in facilitating international exchange and 
business development. 
Sahadev, S. (2008), The study looks at an important issue 
related to channel relat ionships, viz. the linkage between 
economic satisfaction and relationship commitment. While 
economic satisfaction is typically expected to boost 
re la t ionship commitment, the study looks at other 
variables that may facilitate or reduce the strength of this 
l inkage. The study establishes the moderating effects of 
three such var iables : use of behaviour-based coordination 
s t ra tegies ; environmental uncertainty; and the use of 
col laborat ive communication. The results indicate that 
apart from the moderating effect the variables also have a 
direct impact on relationship commitment. While the 
direct impact of the moderating variables is fairly 
established in extant theory, the moderating impact 
contr ibutes to the understanding of the antecedents of 
relat ionship commitment in channels. Since the discussion 
of channel member behaviour is increasingly getting 
oriented towards ways and means of boosting channel 
member commitment, these results can prove to be quite 
useful for practi t ioners as well as academicians. The 
study further emphasizes the existence of two types of 
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channel member satisfaction, viz. economic satisfaction 
and social sat isfaction. The research study assumed that 
the relat ionship between economic sat isfaction and 
relat ionship commitment is not a direct and 
straightforward affair but involves other relevant 
variables whose impact has to be taken into considerat ion. 
In fact, pract i t ioners should look at the results from the 
point of view of using different strategies apart from 
economic incentives to improve channel commitment. In 
several industr ies , despite significant levels of profits, 
channel partners are not ready to invest in a long-term 
relat ionship. This disinclination is born out of several 
behavioural as well as environmental factors. This 
reluctance to invest and the consequent uncertainty in the 
continuance of the relationships will eventually lead to 
greater opportunism and disfunctionality in the operat ion 
of the channel. The study is an attempt to explore some of 
these factors that impact the relationship commitment. 
The study emphasizes on a behaviour-oriented control 
mechanism rather than an outcome-oriented mechanism to 
foster commitment. 
Channel satisfaction is undoubtedly a major factor that 
could lead to greater levels of channel commitment . 
Channel member satisfaction is defined as an overall 
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posit ive affective state resulting from the appraisal of all 
aspects of a f i rm's working relat ionship with another firm 
(e.g. Frazier et al . , 1989; Gaski and Nevin, 1985). 
However, there exists considerable variation among 
channel theoris ts on the exact definition of channel 
satisfaction (Andaleeb, 1995). In order to reduce this 
apparent variat ion in conceptualizat ion, Geyskens and 
Steenkamp (2000) proposed a two-way classif icat ion of 
channel satisfaction wherein satisfaction is defined in 
terms of its economic antecedents and social antecedents . 
Economic satisfaction is described as "a channel 
member ' s evaluation of the economic outcome that flows 
from the relat ionship with its partners such as sales 
volume, margins and discounts". Social satisfaction on 
the other hand is defined as a channel member ' s 
"evaluat ion of the psychological aspects of its 
re lat ionship in that interactions with the exchange partner 
are fulfilling, gratifying and facile". 
2.6 Research Gap 
Literature reviewed above show that extensive research 
has been carried out in the area of relat ionship marketing 
and customer relat ionship management. During the 1990s 
it was believed that CRM will provide organizat ions a 
strategic advantage. However, the failure to get the 
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desired led to further sophistication. The IT centric 
approach found approval during the late 1990s. During 
the same period of time e-commerce, mobile commerce 
and customer centricism also found emphasis . Supply 
chain Management and chain member relat ionships are not 
alien to scholars . Of late, people have come to real ise that 
pull strategy followed in almost all the approaches 
described above would not provide solution to 
organizat ions especially in the service industry in general 
and telecom in part icular . Therefore a push strategy may 
be found out. This push strategy would help the suppliers 
maintain trade relat ionship with their retai lers and hence 
lead to customer satisfaction and loyalty. The researcher 
failed to trace any study where the concept of trade 
relat ionship management has been taken up for study. Few 
variables are found to have been taken up alongside the 
study of partner relat ionship management. In the present 
study an attempt is being made to study the concept of 
TRM and relat ionship between different components of 
TRM leading to customer satisfaction and loyalty. 
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3.1 The Problem 
Businesses are built on relationships. As relationships 
become complex and collaboration is required decision 
system must be able to recognize and process this 
complexity efficiently. Customer Relationship 
Management, Supply Chain management, and ERP are 
behind us as neither of these systems can handle the 
complex and encompassing relationship between Trade 
Partners/Retailers. Variables like prices, incentives, 
discounts, adjustment in invoices, attending to the 
customers through help desk etc presents a daunting task 
before the sellers. We have to look for an alternative. It is 
presumed that Trade Relationship Management can bring 
about a perfect solution. The present study is focused on 
Trade Relationship variables leading to better 
management and profitability along with customer 
satisfaction and loyalty. 
3.2 Research objectives 
The main objective of this research is to test inter-
linkages between different components of Trade 
Relat ionship Management and how far TRM contr ibutes to 
market leadership/Benchmarlcing status in the industry. 
The specific objectives are as follows: 
1. The first objective of this research is to understand 
the basic concept of Channel/Trade Relat ionship 
Management. 
2. The second objective of the study is to examine 
different components of Trade Relationship Telecom 
sector. 
3. The third objective is to determine if Image of the 
organizat ion is having significant re la t ionship with 
different components of TRM. 
4. The fourth objective of the research is to explore if 
better Trade relat ionship leads to customer loyalty. 
5. The fifth and final objective is to ascertain if TRM 
directly or indirectly leads to customer sat isfact ion. 
3.3 Hypo theses 
The importance of hypotheses in a research study is that:-
• They act as questions to which, answers or solutions 
are expected to be arrived at through the at tempted 
research; 
• They provide the direction for the design of the 
study as well as for the inception of f indings. 
Without well-defined hypotheses, the interpreta t ions 
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and discussions of the findings migiit lose its focus 
and become tangential to the main viewpoint of the 
study. 
Keeping in view the above objectives of the study, the 
following null hypotheses and alternative hypotheses were 
framed: 
H Q I : Cus tomer ' s Image of the organization is not 
s ignif icantly related to their perceptions of the 
a t t r ibutes of most preferred organization. 
Ho2: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
at t r ibutes of ROI. 
Ho3: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
organizat ion where profitability is high. 
Ho4: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
organizat ion where cost of dealing is the least. 
Ho5: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
overall quality of products of the organizat ion. 
Ho6: Cus tomer ' s Image of the organization is not 
s ignif icantly related to their perceptions of the 
value of product/service. 
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Ho7: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
Quality of personnel of the organization. 
Ho8: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
recommendat ion of a brand. 
Ho9: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
continuity of dealings in future. 
H Q I O : Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
overall feeling of the product/service of the 
organizat ion. 
H Q I I : Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
quality of interaction with organizat ion 's FOS. 
Hol2: Customer ' s Image of the organization is not 
significantly related to their perceptions of the 
Quality of Sales Personnel of the organizat ion. 
Hol3 : Customer ' s Image of the organization is not 
significantly related to their perceptions of the 
Quality of Order System of the organization. 
Hol4: Customer ' s Image of the organization is not 
significantly related to their perceptions of the 
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Quality of Trade Promotion Schemes of the 
organizat ion. 
Ho l5 : Cus tomer ' s Image of the organizat ion is not 
s ignif icantly related to their perceptions of the 
poss ibi l i t ies of increase in share of dealings from 
the organizat ion. 
H0I6: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the 
poss ibi l i t ies of a switchover from the organizat ion. 
Hol7: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the 
quality of invoicing of the organization. 
Hol7a: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the 
quality of claim settlement of the organizat ion. 
H0I8: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
quality of Advertising of the organization. 
Hol9: Cus tomer ' s Image of the organizat ion is not 
significantly related to their perceptions of the 
quality of Backend support of the organizat ion. 
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Ho20: Cus tomer ' s Image of the organization is not 
s ignif icantly related to their perceptions of the 
quality of Help Desk of the organizat ion. 
Ho21: Cus tomer ' s Image of the organization is not 
significantly related to their perceptions of the 
problem solving by the organization. 
Ho22: Cus tomer ' s Image of the organization is not 
s ignif icantly related to their perceptions of the 
recurrence of problem. 
3.4 Research Design 
The study used an exploratory research design. To 
conduct the study a written and undisguised quest ionnaire 
was developed, the questionnaire was developed to cover 
all possible aspects of TRM. Very simple and common 
language is used. The instrument was developed in 
consul ta t ion with senior professional, s ta t is t ic ians and 
academicians . The questionnaire has used a five points 
'L ike r t ' type scale of measurement weighted as follows: 
1 = Very Poor 
2 - Poor 
0= No Comments 
3 = Good 
4 = Excellent 
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For negatively worded statements, reverse scoring was 
used at the time of analyses, to keep the consistency. 
3.5 Research Instrument Design 
The research involves exploration of relat ionship between 
different variables by using appropriate stat ist ical tools . 
A structure undisguised questionnaire was developed by 
the researcher as well as adopted from other sources that 
had been used in previous studies. 
The quest ionnaire included questions on the following 
var iables : 
Preferred Company/Service provider 
Return on investment 
Profi tabil i ty 
Cost of dealing 
Image 
Product Quality Image 
Product Value 
Quality of Company Personnel 
Relat ionship Outcomes 
Commitment 
Process Areas (Three Parts) 
Interact ion Quality with Sales Personnel 
Share of Dealings 
Invoicing (Three Parts) 
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Quality of Backend support 
Quality of Help Desk 
Past Experiences (two parts) 
3.6 Sampling Procedures 
Administrat ion 
and Questionnaire 
The populat ion for this study was all retai lers of mobile 
services in the metropolis of Delhi and NCR. A list was 
obtained from mobile service provider ' s associat ion as on 
June 2006. The number stood at 16731 spread across the 
geographical area of Delhi NCR. 
Sample size was calculated using sample calculator of 
Creative Research System 
(ht tp: \www. survey system.com/scale .htmzome). 
Populat ion: 16731 
Confidence level: 99 per cent 
Calculated Sample Size: 640 
Quest ionnaire Administered: 640 
Filled Quest ionnaires Returned: 312 
Usable Quest ionnaire 271 
Quest ionnaire was sent by courier to every 26"^ retailer in 
the list whose addresses were complete and if there was 
any shortcoming in the address it was sent to the 27^ "^  
retai ler . Upon several follow-ups by phone 312 
quest ionnaires were received out of which 43 were either 
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incomplete or unfilled. Therefore 271 (1.7% of population 
and 42.34% of the actual sample) usable quest ionnaires 
were taken up for analysis . 
3.7 Reliabil i ty and Validity of the Instrument 
Measures of variables should have validity and rel iabil i ty 
(Cronbach, 1971; Nunally, 1978) in order to draw valid 
inferences from the research. Reliabili ty deals with how 
consistent ly similar measures produce similar results 
(Rosental «& Rosnow, 1984), and it has the two dimensions 
of repeatabi l i ty and internal consistency (Zigmund, 1995). 
Internal consistency refers to the ability of a scale item to 
correlate with other items in the scale that are intended to 
measure the same construct. Items measuring the same 
construct are expected to be positively correlated with 
each other. A common measure of the internal consistency 
of a measurement instrument is Cronbach 's alpha. If the 
rel iabi l i ty is not acceptably high, the scale can be revised 
by al ter ing or deleting items that have scores lower than a 
pre-determined cut-off point. If a scale used to measure a 
construct has an alpha value greater than 0.70, the scale 
is considered reliable in measuring the construct (Hair, 
Anderson, Tatham, & Black, 1998; Nunnal ly, 1978; 
Leedy, 1997). According to Schuessler (1971), a scale is 
considered to have good reliabili ty if it has an alpha 
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value greater than 0.60. Hair et al. (1998) suggest that 
rel iabi l i ty es t imates between 0.6 and 0.7 represent the 
lower limit of acceptabil i ty for reliabil i ty es t imates . In 
this research, the multi-item scales measuring Image of 
the organizat ion and Trade relationship character is t ics 
were checked for reliabil i ty by determining Cronbach ' s 
alpha and an alpha value of 0.60 or greater was 
considered acceptable for individual var iables . The 
combined value of alpha is found to be 0 .9801. 
The validi ty of a measurement instrument refers to how 
well it captures what it is designed to measure (Rosental 
& Rosnow, 1984). Several different types of validity are 
of concern: content validity, the degree of correspondence 
between the items selected to constitute a summated scale 
and its conceptual definition; criterion val idi ty, the 
degree of correspondence between a measure and a 
cri terion var iable , usually measured by their correlat ion; 
and construct validity, the ability of a measure to confirm 
a network of related hypotheses generated from a theory 
based on const ructs . 
In this research, the content validity of the measurement 
instrument was assessed by asking experts to examine it 
and provide feedback for revision. The expert panel 
included professors at Aligarh Muslim Universi ty, Delhi 
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Universi ty and high level pract i t ioners of telecom 
industry who were involved in research and managing 
channels and relat ionships . After they reviewed the 
quest ionnaire , changes were made to clarify and el iminate 
ambiguous statements in instructions and quest ions 
according to their recommendations. Also, in the pilot 
test , each question was examined for its clarity and 
relevance to the purpose of the research, which resulted in 
some modificat ions to the quest ions. After the data 
collect ion with the final quest ionnaire , the content 
validity of the Image of the organization and Trade 
relat ionship measures was assessed by factor analysis . 
Such analysis provides an empirical assessment of the 
in terre la t ionships among items in a variable in forming 
the conceptual and empirical foundation of a summated 
scale (Hair, Anderson, Tatham, & Black, 1998). 
Internal construct validity was also assessed by factor 
analysis . Because factor analysis provides evidence of the 
dimensional i ty of a measure, factor analysis with a 
varimax rotation was used to determine the number of 
factors contained in the Image of the organizat ion and 
Trade relat ionship attr ibutes scales. An eigenvalue greater 
than 1 is considered to indicate the presence of an 
interpretable factor so that factors with eigenvalues 
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greater than 1 were taken into account for interpretat ion. 
Factor loading values indicated the strength of 
re la t ionship between each item and each factor. Values 
greater than 0.3 are considered to be substantial or 
sal ient ; however, factor loadings of 0.50 or greater are 
considered pract ical ly significant (Hair, Anderson, 
Tatham, 8c Black, 1998). Thus, a factor loading value of 
0.50 was used for the cut-off point; any item with factor 
loading value less than 0.50 and any item loading on more 
than one factor, that is, with a loading score equal to or 
greater than 0.40 on each factor, was eliminated from the 
analysis (Chen & Hsu, 2001; Kim, 2002). 
Da ta Analys is 
The data gathered from the questionnaire were entered 
into a computer database and then analyzed using the 
Stat is t ical Package for the Social Sciences (SPSS) and MS 
Excel . The data analysis consisted of factor analysis , 
analysis of variance (ANOVA), Pearson correlat ion 
analys is , multiple regression, t-test, and descript ive 
s tat is t ics including means and standard deviat ion. Based 
on the research hypotheses, corresponding null hypotheses 
for test ing the relat ionships are presented above. The null 
hypotheses state that there is no relat ionship between 
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variables . The established significance level for rejecting 
all null hypotheses was 0.05. 
Ini t ial ly, ANOVA single factor is used to determine if 
there is a significant difference between the mean of the 
sample organizat ions based on different a t t r ibutes . 
« Following this , to test the null hypotheses Multiple 
Regression Analysis were employed. Mean was calculated 
for each set of questions organization-wise to determine 
their status and ranking. Relationship was analyzed where 
in Image of the organization has been taken up as 
dependent variable and all other at tr ibutes has been taken 
as independent variable. It is assumed that if the 
relat ionship between image and other var iables are 
significant the result of inter variable correlat ion shall 
also be significant. 
Sources of Data 
Primary and secondary data has been used for the study. 
The primary data has been collected from Delhi and NCR 
while Secondary data was collected from universi ty 
l ibraries, Newspapers like The Times of India, Pioneer, 
Outlook etc. and Trade Journals available on line on 
Emerald, l ibraries at MDl, IIMA and IIMB. 
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Scope of the Study 
The study would be of immense help the trade par tners . 
What makes a retai ler remain satisfied and loyal to the 
company? 
It would also be useful to retailers of not only cell phone 
in unders tanding, what facilities do they need from the 
service providers . 
It will also be helpful to academia that are interested in 
the study of Channel par tner ' s relationship in general and 
Trade Relat ionship Management in particular. 
Operational definition 
The Trade Relat ionship Management may be defined as a 
holis t ic process through which the supplier push their 
product and service into the market through their retai lers 
proving them full support physically and financial ly. 
Limitations 
Despite the honest and enthusiastic efforts of the 
researcher , survey research study has l imitat ions and 
shortcomings of their own. There are many l imitat ions 
like l imitat ions of methods, time, cost etc. Researcher has 
tried his level best effort to minimise, if not el iminate the 
l imi ta t ions . This study has a fair amount of shortcomings. 
Some major l imitat ions can be summed as follows. 
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The study was restricted geographically to Metropolis of 
Delhi and NCR only, the sample of 640 Respondents was 
chosen on the basis of standard sampling procedures and 
scientific methods. The population is representa t ive; 
however, general isat ion of result to whole India may not 
be possible . 
Every possible precaution was taken to design the 
quest ionnaire , help of many academicians and 
pract i t ioners were sought in constructing it, but 
shortcomings in the questionnaire can not be ruled out. 
Every possible care was taken to ensure delivery of 
quest ionnaire to the respondents and getting them back 
however, only 48.7 per cent were received back. 
Personal l imitation of researcher viz., knowledge and time 
can be considered as the biggest l imitation. 
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Chapter-4 
Analysis-I 
The analysis of data has been carried out with respect all 
the six companies considered in this study. To analyse the 
data ANOVA single factor has been used. Data has been 
analyses at 99% significance level. Respondents had 
replied on a scale of 5 points (0-4), where, where 4 means 
strongly agree, 3 means agree, 2 means disagree, 1 means 
strongly disagree and 0 stands for neither agree nor 
disagree. 
PREFERRED 
Table-1 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.598 
3.044 
2.354 
3.148 
1.782 
1.424 
F 
304.2581 
F Critical 
3.028532 
Comment 
Significant 
In the first question respondents were asked to rate the 
companies according to their preferences. From above 
table-1 it is clear that Airtel with a mean of 3,598 is the 
most preferred company which is followed by Idea 3.148, 
Hutch at 3.044, Reliance 2.354, TATA-lndicom 
(henceforth referred to as Tata) 1.782 and MTNL is the 
least preferred company with a mean of 1.424. 
The ANOVA results show value of F critical is jus t 3.028 
while value of F is 304.25 which signify that the 
difference between the companies is very large. From the 
above table it can be clearly stated that Airtel is the clear 
leader in terms of preference Idea and Hutch are closer to 
each other. Reliance occupies middle position and Tata 
and MTNL are once again close competi tors. 
RETURN ON INVESTMENT 
Table-1(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.568 
3.004 
2.391 
3.148 
1.753 
1.399 
F 
269.7112 
F Critical 
3.028532 
Commeni 
Significan 
In second questions 1(a) respondents were asked to 
compare the companies on the basis of return on 
investment . Airtel again is a clear leader with a mean 
value of 3..568; Idea is again at number two spot with a 
mean of 3.148 closely followed by Hutch 3.004. Reliance, 
TATA and MTNL having means of 2.391, 1.753 and 1.399 
stand at fourth, fifth and six position respectively. This 
means according to respondents Airtel is providing best 
return on investment and MTNL is providing the least. 
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On comparing F value, it can be concluded that there 
exists substantial difference between the companies. The 
table above shows that the value of F Critical is 3.028 
while the value of F is 269.71. This clearly demonstrates 
that the difference among the companies is very large 
even at a 0.01 or 99% significance level. 
Table-1(b) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.546 
2.978 
2.351 
3.081 
1.812 
1.410 
F 
237.6897 
F Critical 
3.028532 
L Comment 
Significant 
In Question 1 (b), respondents were asked to tell which 
company is expected to provide an ROI between 10 - 20 
percent. As in the above case here again, Airtel is the 
clear leader with a mean of 3.546, since this value is 
close to 4 this means that as uch as 88.65 percent 
respondents strongly agree with this statement. Airtel is 
followed by IDEA (3.081) which is closely followed by 
Hutch 2.978, Reliance 2.351, TATA 1.812, and MTNL 
respect ively. MTNL has a mean of 1.410; this value is 
close to 1 which suggests that most of the respondents 
disagree with this statement. 
The value of F-Critical as shown in the table is 3.028 
while, the value of F is 237.6897, here again the 
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difference between the two values is very large which 
implies that the difference between them is statistically 
significant even at 99 per cent significance level. 
ASPECTS OF ROI 
Table-1 (C) 
Service 
Providers 
Investment 
Margins 
Credit Period 
PoS Volume 
Rank 
1 
3 
4 
2 
Mean 
3.952 
3.465 
3.443 
3.708 
F 
60.0731 
F Critical 
2.613142 
Comment 
Significant 
In Question Number 1 (C) Respondents were asked to rate 
the different aspects of ROI. From the results it is evident 
that respondents are giving maximum importance to 
Investment (3.952) which is followed by PoS Volume 
(3.708), Margins (3.465) and Credit Period (3.443). 
Investment has emerged as the most important aspect 
while Credit Period as the least important. One more 
interesting fact that emerges from the above table is that 
all the values are above 3.4 which suggest all respondents 
are in high agreement with the above statements. 
Importance is being given to all the four aspects. 
Although F-Critical is 2.613 and value of F is 60.073 
which signify that the difference between the four 
variables is statistically significant. 
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II PROFITABILITY 
Table-2a 
/ 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.502 
2.993 
2.332 
3.133 
1.793 
1.399 
F 
285.0143 
F Critical 
3.028532 
Comment 
Significant 
In quest ion number 2(a) respondents were asked to 
describe the profitably of the companies taking into 
considerat ion their investment and revenue that they earn. 
Result here again show that Airtel is a clear leader with a 
mean of 3.502 since this value is more that 3.5 it suggests 
that most of the respondents are strongly in favour of 
Airtel , while Idea has a mean of 3.113 occupying second 
spot which is followed by Hutch, Reliance, TATA and 
MTNL. The mean values for reliance and MTNL is less 
that two, which suggests that most of the respondents 
have an unfavourable opinion towards these companies . 
Table-2(a) shows the value of F-Critical as 3.028 while 
value of F is 285.01, which signifies that the difference 
among the companies is very large and highly s tat is t ical ly 
significant. According to respondents Airtel is the most 
profitable company while MTNL is the least. 
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Profit Margin 
Table-2(b-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.635 
3.033 
2.472 
3.487 
1.978 
1.435 
F 
262.6185 
F Critical 
2.219622 
Comment 
Significant 
In question 2 ( b - l ) , respondents were asked to rate 
companies on the basis of profit margin, here also Airtel 
is clear leader with a mean of 3.635, which is followed by 
Idea (3 .487) , Hutch (3.033), Reliance (2.472). TATA 
(1.978) and MTNL stand at last .here again with a mean of 
(1.435). From the mean values is evident that for Airtel 
and Idea respondents are showing a strong agreement, 
while for MTNL they are disagreeing. Hence, it is clear 
that according to respondents Airtel gives maximum profit 
margin while MTNL gives the least. As far as F value is 
concern it is 262.61 while F-Critical is merely 2 .21 . 
Again the difference between F critical and F is very 
large which suggests that the difference between the 
companies is stat ist ically significant. 
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Credit Period Enjoyed 
Table-2(b-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.229 
2.830 
2.686 
3.085 
1.856 
1.624 
F 
147.8977 
F Critical 
2.219622 
Comment 
Significant 
In question 2(b-2) , respondents were asked to rate the 
companies on the basis of "credit period they enjoyed". 
Here also, Airtel is the leader with a mean of 3.229, 
which is followed by Idea (3.085), Hutch (2.830) , 
Reliance (2.686) TATA (1.856) and MTNL at 1.624 is 
last. From the mean value it is clear that for Airtel and 
Idea, the values are above 3 which suggest respondents 
are agreeing with this statement. While for TATA and 
MTNL values are less than 2 which suggests that the 
respondents do not agree with the statement. Hence, it can 
be concluded that with Airtel, respondents enjoyed 
maximum credit while it is least in case of MTNL. On 
analyzing the F value it can be concluded that the 
difference between the companies is s tat is t ical ly 
significant as value of F is 147.89 while value of F-
Critical is 2.2 1. 
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Cash Discount Received 
Table-2(b-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.380 
2.948 
2.679 
3.066 
2.007 
1.491 
F 
188.538 
F Critical 
2.219622 
Comment 
Significant 
In question 2(b-3) , respondents were asked to rate the 
companies on the basis of cash discount received. Here 
also Airtel is the leader with a mean of 3.380, again 
followed by Idea at 3.066, followed by Hutch (2.948), 
Reliance (2.679), TATA (2.007) and MTNL is last here 
again with a mean value of just 1.491. From mean value it 
is clear that respondents are strongly agreeing for Airtel 
and Idea and here again they are disagreeing with 
Reliance and MTNL, this clearly indicated that according 
to respondents Airtel provides best Cash discount while 
MTNL provides the worst. Value of F is 168.53 while 
value of F-cri t ical is just 2.219, which clearly indicates 
that the difference between the companies is s tat is t ical ly 
significant. 
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Bulk Discount Received 
Table-2(b-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.373 
2.845 
2.572 
3.037 
1.852 
1.520 
F 
166.8012 
F Critical 
2.219622 
Comment 
Significant 
In question 2(b-4), respondents were asked to rate the companies on the 
basis of bulk discount received. Here again Airtel is the leading with a 
mean of 3.373 and is again followed by Idea (3.037), Hutch (2.845, 
Reliance (2.572), TATA (1.852) and MTNL at 1.520 is again at last spot, 
here also mean values suggest that respondents are strongly agreeing for 
Airtel and Idea and here again they are disagreeing with Reliance and 
MTNL, this signifies that Airtel is providing best bulk discount schemes, 
while MTNL is providing the worst. As far as F value is concern it is 
166.80 while F-Crhical is 2.21. Again the difference between F critical and 
F is large which suggest that the difference between the companies is 
statistically significant. 
Profit on Trade Schemes 
Table-2(b-5) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.358 
2.841 
2.498 
2.900 
1.919 
1.458 
F 
165.8883 
F Critical 
2.219622 
Comment 
Significant 
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In question 2(b5), respondents were asked to rate the 
companies on the basis of profit on trade. Here again, 
Airtel is the leading with a mean of 3.358, followed by 
Idea (2 .900) , Hutch (2.841), Reliance (2 .498) , TATA 
(1.919) and MTNL is last at 1.434). Mean values suggest 
that for Airtel respondents are in strong agreement as 
mean value is more than three, for Idea, Hutch and 
Reliance agreement is there but is not very strong, while 
for TATA and MTNL there is disagreement. This signifies 
that Airtel provides best profit on trade schemes, while 
MTNL provides least profit on trade schemes. Value of F 
is 165.88 while value of F-critical is just 2.219, which 
clearly indicates that the difference between the 
companies is statist ically significant. 
Ill COST 
Total Cost 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
4 
1 
3 
2 
5 
6 
Mean 
2.513 
2.908 
2.539 
2.672 
1.900 
1.435 
Table-3(a) 
F 
104.1933 
F Critical 
3.028532 
Comment 
Significant 
In question number 3(a), respondents were asked to rate 
the total cost involved in dealing with various telecom 
service providers (Staff-Salary / Infrastructure e tc . ) . In 
response to this statement Hutch is at the top with mean 
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of 2 .908, which is followed by Idea (2 .672) , Reliance 
(2.539) which is followed by Airtel at (2 .513) , TATA 
(1.900) here again MTNL is last with a mean value of 
(1.435). From the analysis of the above mean values it is 
evident that according to respondents it is cost l iest to 
deal with Hutch, while it is most economical to deal with 
MTNL. Airtel is also costlier as its mean value is above 
2.5. As far as F value is concern it is 104.19 while value 
of F-crit ical is just 3.02 which, clearly suggests that the 
difference between the companies is s tat is t ical ly 
significant. 
IV IMAGE 
Table-4(a-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.638 
3.037 
2.421 
3.546 
1.904 
1.469 
F 
291.4996 
F Critical 
3.028532 
Comment 
Significant 
In fourth segment respondents were asked different 
quest ions about the image. In all there were nine 
quest ions on image. In question number 4 (a - I ) 
respondents were asked to rate the "best brands in the 
industry". From the mean value we find Airtel is leading 
with a mean value of 3.638 which is closely followed by 
Idea at 3.546, Hutch is at 3rd spot with a mean of 3.037 it 
is followed by Reliance (2.421), TATA (1.904) . MTNL at 
1.469 is last. Since mean values for Airtel and Idea are 
more than 3.5 which suggest that the agreement is very 
strong with this statement. In case of MTNL mean value 
is less than 1.5 which suggests that disagreement is very 
high. Value of F is 291.49 while value of F-Cri t ical is 
just 3.02; this clearly indicates that the difference 
between the companies is highly stat is t ical ly significant . 
According to respondents Airtel is the best brand and 
Market leader while MTNL is the last in this segment 
also. 
Table-4(a-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.336 
2.779 
2.664 
3.273 
1.908 
1.598 
F 
167.8152 
F Critical 
3.028532 
Comment 
s 
Significant 
In question number 4 (a-2), respondents were asked to 
rate the companies on the basis of the overall reputation 
of which brand is excellent. Mean value show that here 
again Airtel is the leader with a mean value of 3.336 
which is followed by Idea (3.273), Hutch (2.779) , 
Reliance (2.664), TATA (1.908) and MTNL (1.598) 
respect ively. According to respondents Airtel is the most 
reputed brand and MTNL is the least. The mean value of 
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Airtel and Idea is more than 3.2 which suggest agreement 
with the statement is high while in case of TATA and 
MTNL mean values are less than 2 which, suggests that 
respondents are disagreeing with the s tatement . F value 
for this statement is 167.81 while value of F-cri t ical is 
3.02 which signify that the difference between the 
companies is statist ically significant. 
Table-4(a-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.210 
2.867 
2.609 
3.111 
1.993 
1.498 
F 
153.9917 
F Critical 
3.028532 
Comment 
Significant 
In question number 4 (a-3) respondents were asked to rate 
the company they prefer over other brands and easy to do 
business . From the mean value we find Airtel is leading 
with a mean value of 3.210 which is closely followed by 
Idea at 3 .111, F^utch is at third spot with a mean of 2.867 
it is followed by Reliance (2.609). TATA (1.993) . MTNL 
at 1.498 is last. Since mean values for Airtel and Idea are 
more than 3.1 which suggest that the agreement is strong 
with this statement. In case of MTNL mean value is less 
than 1.5 which suggests that disagreement is very high. 
Value of F is 153.99 while value of F-Crit ical is jus t 
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3.02; this clearly indicates that the difference between the 
companies is highly statistically significant. According to 
respondents Airtel is the company they would prefer over 
any other brand while MTNL is the least preferred 
company to do business with. 
Table-4(a-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.494 
2.827 
2.601 
3.166 
1.937 
1.535 
F 
180.0706 
F Critical 
3.028532 
Comment 
Significant 
In question number 4 (a-4) respondents were asked to rate 
the innovative company in terms of products, schemes and 
advertisement. In response to this question again we find 
Airtel is clear leader with a mean value of 3.494 again it 
is followed by Idea (3.166), Hutch (2.827), Reliance 
(2.601), TATA (1.937) and MTNL at 1.535 is again at the 
last. Mean value suggest that agreement with Airtel is 
very high as mean value is more than 3.4, while in case of 
MTNL disagreement is high as mean value is near 1.5. 
According to respondents Airtel is the most innovative 
company in terms of products, schemes and advertisement, 
while MTNL is the least innovative company in terms of 
products, schemes and advertisement. F value for this 
statement is 180.07, value of F-critical is 3.02 here again 
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the difference between the companies is s tat is t ical ly 
significant. 
Table^{a-5) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.358 
2.956 
2.657 
2.989 
1.974 
1.568 
F 
147.2869 
F Critical 
3.028532 
Comment 
Significant 
In question number 4(a-5), respondents were asked to rate 
the companies that Deals ethically. Mean value show that 
here again Airtel is the leader with a mean value of 3.358 
which is followed by Idea (2.989), Hutch (2.956) , 
Reliance (2.657), TATA (1.974) and MTNL (1.568) 
respect ively. According to respondents Airtel is the most 
ethical company and MTNL is the least. The mean value 
of Airtel is more than 3.3 which suggest agreement with 
the statement is high while in case of TATA and MTNL 
mean values are less than 2 which, suggests that 
respondents are disagreeing with the statement. F value 
for this statement is 147.28 while value of F-crit ical is 
3.02 which signify that the difference between the 
companies is statist ically significant. 
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Table-4(a-6) 
Service 
Providers 
AiRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.380 
2.860 
2.550 
2.915 
1.852 
1.583 
F 
104.1933 
F Critical 
3.028532 
Commei 
Significa 
In quest ion number 4 (a-6) respondents were asked to rate 
th'e company which is a trustworthy and transparent in its 
deal ing. From the mean value we find Airtel is leading 
with a mean value of 3.380 which is followed by Idea at 
2 .915, Hutch is at third spot with a mean of 2.860 it is 
followed by Reliance (2.550), TATA (1.852). MTNL at 
1.583 is last. Since mean values for Airtel is more than 
3.3 which suggest that the agreement is strong with this 
s tatement . In case of MTNL mean value is less than 1.6 
which suggests that disagreement is very high. Value of F 
is 104.19 while value of F-Critical is just 3.02; this 
clearly indicates that the difference between the 
companies is highly statist ically significant. According to 
respondents Airtel is the company which is a trustworthy 
and transparent in its dealing while MTNL is the least 
t rustworthy and transparent in its dealing. 
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Table-4(a-7) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
IVITNL 
Ranl( 
1 
3 
4 
2 
5 
6 
IVIean 
3.332 
2.756 
2.469 
2.911 
1.875 
1.494 
F 
152.7912 
F Critical 
3.028532 
Comment 
Significant 
In quest ion 4 (a-7), respondents were asked to rate the 
companies on the basis of Aggressive business growth and 
quick adapt to changing market condition. Here also 
Airtel is the leader with a mean of 3.332, which is 
followed by Idea (2.911), Hutch (2.756), Reliance (2.469) 
TATA (1.875) and MTNL at 1.494 is last. From mean 
value it is clear that for Airtel the value is above 3 which 
suggest respondents are agreeing with this statement 
strongly. While for TATA and MTNL values are less than 
2 which suggests that the respondents do not agree with 
the statement. Hence, it can be stated that Airtel is more 
aggressive in business growth and quickly adapts to 
changing market condition. On the other hand MTNL is 
least aggressive in business growth and does not adapt to 
changing market condition. On analyzing the F value it 
can be concluded that the difference between the 
companies is stat ist ically significant as the value of F is 
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152.79 very high while the value of F-Crit ical is merely 
3.02. 
Table-4(a-8) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.122 
2.638 
2.498 
2.823 
1.775 
1.506 
F 
138.8065 
F Critical 
3.028532 
Comment 
Significant 
In question number 4 (a-6) respondents were asked to rate 
the company on the basis of responsiveness towards their 
needs and care about its trade partners . From the mean 
value we find Airtel is leading with a mean value of 3.122 
which is followed by Idea at 2 .823, Hutch is at third spot 
with a mean of 2.638 it is followed by Reliance (2.498), 
TATA (1.775). MTNL at 1.506 is last. Since mean values 
for Airtel is more than 3.1 which suggest that the 
agreement is strong with this statement. In case of MTNL 
mean value is less than 1.6 which suggests that 
disagreement is very high. Value of F is 138.80 while 
value of F-Critical is just 3.02; this clearly indicates that 
the difference between the companies is highly 
stat is t ical ly significant. According to respondents Airtel 
is the company which is most responsiveness towards 
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their needs and care about its trade partners while MTNL 
is least responsive towards their needs and does not care 
about its trade partners. 
Table-4(a-9) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.085 
2.620 
2.332 
2.708 
1.815 
1.435 
F 
133.7541 
F Critical 
3.028532 
Comment 
Significant 
In question number 4 (a-9) respondents were asked to rate 
the companies considering them as a partner and work 
jointly with them for success and growth. In response to 
this question again we find Airtel is clear leader with a 
mean value of 3.085 again it is followed by Idea (2.708), 
Hutch (2.620), Reliance (2.332), TATA (1.815) and 
MTNL at 1.435 is again at the last. Mean value suggest 
that agreement with Airtel is high as mean value is more 
than 3.0, while in case of MTNL disagreement is high as 
mean value is less than 1.5. According to respondents 
Airtel is the company they would love to work as partners 
jointly for success and growth, while in case of MTNL 
respondents do not want to work jointly with them. F 
value for this statement is 133.75, value of F-critical is 
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3.02 here again the difference between the companies is 
statistically significant. 
QUALITY IMAGE 
Table-5(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
IVIean 
3.605 
3.018 
2.332 
3.207 
1.867 
1.391 
F 
294.7234 
F Critical 
3.028532 
Comment 
Significant 
In question number 5-a respondents were asked to rate the 
companies on basis of quality of products and services 
provided by different telecom companies. From mean 
values it evident that Airtel is a clear leader with a mean 
value of 3.605, Idea with 3.207 as at second spot, Hutch 
is third with a mean of 3.018, Reliance is at fourth with a 
mean of 2.332, TATA with 1.867 is at fifth spot while 
MTNL with a mean of 1.391 is at the last spot. From mean 
values it is clear respondents are agreeing with Airtel, 
Idea and Hutch, while they are disagreeing with TATA 
and MTNL. According to them Airtel has best products 
and service while MTNL has the worst among the six 
companies. F value is 294.72 while, the value of F-critical 
is 3.02 which, clearly suggest that the difference between 
the companies is statistically significant. 
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VI VALUE 
Table-6(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.616 
3.055 
2.358 
3.196 
1.871 
1.395 
F 
293.2819 
F Critical 
3.028532 
Comment 
Significant 
In VI segment, question number 6 (a), respondents were 
asked to rate the companies on the basis of value, which 
they get in terms of the product and services as well as 
the relationship. From mean value of this question it can 
be deduced that Airtel is leading with a mean of 3.616, 
followed by Idea (3.196), Hutch (3.055), Reliance (2.358) 
TATA (1.871) and MTNL (1.395) respectively. From mean 
value it is clear agreement with Airtel, Idea and Hutch is 
very high, hence, it can be concluded that these 
companies are providing value while for MTNL mean 
value is less that 1.4 which suggests that most of the 
respondents believe that MTNL is not providing value to 
its dealers. As far as F value is concerned, it is 293.28, 
while value of F-critical is 3.02, which signifies that the 
difference between the companies is statistically 
significant. 
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VII QUALITY OF PERSONNEL 
Tabie-7(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
IVIean 
3.653 
3.022 
2.406 
3.177 
1.827 
1.402 
F 
293.2819 
F Critical 
3.028532 
Comment 
Significant 
In segment VII respondents were asked different 
questions about Quality of Personnel / Relationship 
Management. 
In question number 7 (a) respondents were asked to rate 
the' overall quality of company personnel/relationship 
management. From the mean value we find Airtel is 
leading with a mean value of 3.653 which is followed by 
Idea at 3.177, Hutch is at third spot with a mean of 3.022 
it is followed by Reliance (2.406), TATA (1.827). MTNL 
at 1.402 is last. Since mean values for Airtel is more 
than 3.6 which suggest that the agreement is very strong 
with this statement. In case of MTNL mean value is less 
than 1.5 which suggests that disagreement is very high. 
Value of F is 293.28 while value of F-Critical is just 
3.02; this clearly indicates that the difference between the 
companies is highly statistically significant. According to 
respondents Airtel is the company which has best quality 
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of personnel / relat ionship management while MTNL has 
worst quality of personnel/ relationship management . 
VII QUALITY OF PERSONNEL 
Table-7(b-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.638 
2.989 
2.498 
3.583 
1.908 
1.517 
F 
271.3314 
F Critical 
3.028532 
Comment 
Significant 
In question 7 (b-1) , respondents were asked to rate 
companies on the basis of responsiveness of the company 
personnel /management , here Airtel is clear leader with a 
mean of 3.638, which is followed by Idea (3 .583) , Hutch 
(2 .989) , Reliance (2.498). TATA (1.908) and MTNL is 
last with a mean of (1.517). From mean values is evident 
for Airtel and Idea respondents are showing a strong 
agreement as mean value are more than 3.5, while for 
MTNL they are disagreeing as mean value if just near 1.5. 
Hence, it is clear that according to respondents 
responsiveness of Airtel personnel/management is high 
while, for MTNL it is least. As far as F value is concern 
it is 271.33 while F-Critical is 3.02. Again the difference 
between F crit ical and F is large which suggest that the 
difference between the companies is s tat is t ical ly 
significant. 
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Table-7{b-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.299 
2.745 
2.587 
3.196 
1.974 
1.605 
F 
150.3214 
F Critical 
3.028532 
Commei 
Significa 
In quest ion number 7 (b-2), respondents were asked to 
rate the company on the basis of Importance given to their 
feedback given to the company in deciding its s t rategies . 
From the mean value we find Airtel is leading with a 
mean value of 3.299 which is followed by Idea at 3.196, 
Hutch is at third spot with a mean of 2.745 it is followed 
by Reliance (2.587), TATA (1.974). MTNL at 1.605 is 
last. Since mean values for Airtel is more than 3.2 which 
suggest that the agreement is strong with this statement. 
In case of MTNL mean value is less than 1.6 which 
suggests that disagreement is very high. Value of F is 
150.32 while value of F-Critical is just 3.02; this clearly 
indicates that the difference between the companies is 
highly stat is t ical ly significant. According to respondents 
Airtel is the company which gives a lot of importance to 
the feedback given by dealers in deciding its s t rategies , 
while MTNL gives least importance to feedback of its 
dealers . 
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Table-7(b-3) 
Service 
Providers 
AIRTEL 
HUTCH 
REUANCE 
IDEA 
TATA 
iWTNL 
Rank 
1 
3 
4 
2 
5 
6 
IVIean 
3.343 
2.926 
2.583 
2.941 
1.930 
1.491 
F 
168.7981 
F Critical 
3.028532 
Comment 
Significant 
In question 7 (b-3), respondents were asked to rate 
companies on the basis of usefulness and frequency of 
meetings and conferences, here Airtel is clear leader with 
a mean of 3.343, which is followed by Idea (2.941), Hutch 
(2.926), Reliance (2.583). TATA (1.930) and MTNL is 
last with a mean of (1.491). From mean values is evident 
for Airtel respondents are showing a strong agreement as 
mean value is more than 3.3, while for MTNL they are 
disagreeing as mean value is less than 1.4. Hence, it is 
clear that according to respondents usefulness and 
frequency of meetings and conferences is high while, for 
MTNL it is least. As far as F value is concern it is 168.79 
while F-Critical is 3.02. Again the difference between F 
critical and F is large which suggest that the difference 
between the companies is statistically significant. 
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Table-7(b-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
AAean 
3.443 
2.860 
2.439 
2.915 
1.867 
1.524 
F 
170.9625 
F Critical 
3.028532 
Comment 
Significant 
In question number 7 (b-4), respondents were asked to 
rate the company on the basis of being helpful & 
cooperat ive . From the mean value we find Airtel is 
leading with a mean value of 3.443 which is followed by 
Idea at 2 .915, Hutch is at third spot with a mean of 2.860 
it is followed by Reliance (2.439), TATA (1.867) , MTNL 
at 1.524 is last. Since mean values for Airtel is more 
than 3.4 which suggest that the agreement is strong with 
this s tatement. In case of MTNL mean value is less than 
1.6 which suggests that disagreement is high. Value of F 
is 170.96 while value of F-Critical is just 3.02; this 
clearly indicates that the difference between the 
companies is highly statistically significant. According to 
respondents Airtel is' the company which is helpful and 
cooperat ive, while MTNL is least helpful and cooperat ive. 
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VIII RELATIONSHIP OUTCOMES 
Table-8(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
lUiean 
3.657 
3.092 
2.428 
3.199 
1.812 
1.373 
F 
298.9597 
F Critical 
3.028532 
Comment 
Significant 
In question 8 (a), respondents were asked to rate the 
service provider they are likely to recommend to their 
customers , here Airtel is clear leader with a mean of 
3.657, which is followed by Idea (3.199), Hutch (3.092), 
Reliance (2.428). TATA (1.812) and MTNL is last with a 
mean of (1.373). From mean values is evident for Airtel 
respondents are showing a strong agreement as mean 
value is more than 3.6, while for MTNL they are 
disagreeing as mean value is less than 1.4. Hence, it is 
clear that according to respondents they would likely 
recommend Airtel service to their customer, then idea, 
then Hutch, then Reliance, then TATA and last MTNL. As 
far as F value is concern it is 298.95 while F-Crit ical is 
3.02. Again the difference between F critical and F is 
large which suggest that the difference between the 
companies is stat ist ical ly significant. 
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BRANDS RECOMMENDED 
Table-8(C) 
Service 
Providers 
IDEA 
RELIANCE 
AIRTEL 
HUTCH 
MTNL 
TATA 
Rank 
2 
4 
1 
3 
6 
5 
Mean 
0.900 
0.266 
2.295 
0.443 
0.030 
0.059 
F 
124.937 
F Critical 
3.029 
Comment 
Significant 
In quest ion 8 (c), respondents were asked to rate the 
Brand they recommend to their customers, here Airtel is 
clear leader with a mean of 2.295, while mean for Idea is 
0.900, for Hutch it is 0.433, for Reliance it is 0.266, for 
TATA it is 0.059 and for MTNL it is 0.059. The mean of 
all the companies except Airtel is less than 1, which 
suggests that dealers don' t recommend any other company 
except Airtel . From mean values is evident for Airtel 
respondents are showing a strong agreement as mean 
value is more than 2.2, while for Idea, Hutch, Reliance, 
TATA and MTNL they are disagreeing as mean value is 
less than 1.0 As far as F value is concern it is 298.95 
while F-Critical is 3.02. Again the difference between F 
cri t ical and F is large which suggest that the difference 
between the companies is stat ist ically significant. To 
understand the above situation another analysis was 
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carried out between most preferred companies and results 
of Table 8 (a), on analysis following results came: 
Mean of Preferred 
Company 
2.558 
Average Mean of 
table 8 (a) 
2.593 
F value 
0.0049 
F Critic 
10.04 
From above table it can be seen that average mean for 
preferred company is 2.558 while average mean of brand 
likely to be recommended is 2.593, both values are close 
to each other. F value is just 0.0049 while value of f-
Critical is 10.04, this clearly suggest that the difference 
between the two values is not stat ist ically significant. 
This signifies that dealer recommends only those brands 
which he prefers. Hence Airtel is being recommended by 
dealers as it is the most preferred brand of dealers . 
DEAL FOR TWO YEARS 
Table-8(d-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.653 
3.044 
2.410 
3.166 
1.860 
1.387 
F 
292.9908 
F Critical 
3.028532 
Comment 
Significant 
In quest ion 8 (d-1), respondents were asked to rate the 
possibi l i t ies that they will continue with the company in 
the future (Next Two Years), here Airtel is clear leader 
with a mean of 3.653, which is followed by Idea (3.166), 
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Hutch (3.044) , Reliance (2.410). TATA (1.860) and 
MTNL is last with a mean of (1.387). From mean values is 
evident for Airtel respondents are showing a strong 
agreement as mean value is more than 3.6, while for 
MTNL they are disagreeing as mean value is less than 1.4. 
Hence, it is clear that respondents are most likely to be 
associated with Airtel , Idea and Hutch in the next two 
years , while they are less likely to be associated with 
MTNL in the future. As far as F value is concern it is 
292.99 while F-Critical is 3.02. Again the difference 
between F cri t ical and F is large which suggest that the 
difference between the companies is s tat is t ical ly 
significant. 
DEAL FOR FIVE YEARS 
Table-8(d-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.657 
3.059 
2.365 
3.199 
1.797 
1.358 
F 
326.8495 
F Critical 
3.028532 
Comment 
Significant 
In question 8 (d-2), respondents were asked to rate the 
possibi l i t ies that they will continue with the company in 
the future (Next Five Years), here Airtel is again a clear 
leader with a mean of 3.657, which is followed by Idea 
(3.199), Hutch (3.059), Reliance (2.365). TATA (1.797) 
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and MTNL is last with a mean of (1.358). From mean 
values is evident for Airtel respondents are showing a 
strong agreement as mean value is more than 3.6, while 
for MTNL they are disagreeing as mean value is less than 
1.4. Hence, it is clear that respondents are most likely to 
be associated with Airtel , Idea and Hutch in the next five 
years , while they are less likely to be associated with 
MTNL in the future. As far as F value is concern it is 
326.84 while F-Critical is 3.02. Again the difference 
between F crit ical and F is large which suggest that the 
difference between the companies is highly stat is t ical ly 
significant . 
IX COMMITMENT SECTION 
Table-9(a-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
5 
6 
2 
Mean 
3.67 
3.10 
2.72 
1.99 
1.63 
3.44 
F 
218.0882 
F Critical 
3.028532 
Comment 
Significant 
In section IX companies were asked to rate their feeling 
towards all telecom companies and its products and 
services. 
In question number 9 (a), respondents were asked to rate 
their commitment towards the companies considering the 
product and services they receive. Here again y\irtel is the 
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leading with a mean of 3.67 and is followed by MTNL 
(3.10) , Hutch (3.10) , Reliance (2.72), Idea (1.99) and 
TATA at 1.63 is at last spot, mean values suggest that 
respondents are strongly agreeing for Airtel , MTNL and 
Hutch as mean values are more than 3 and disagreeing 
with Idea and TATA as mean values are less than 2, for 
this question we find a totally different trend here 
respondents are showing more commitment towards MTNL 
although for most of the dimension they have kept it at 
last. One reason could be that since MTNL is a 
Government concern people have more faith in them as far 
as stabili ty is concern, hence commitment is more. As far 
as F value is concern it is 218.08 while F-Crit ical is 3.02. 
Again the difference between F critical and F is large 
which suggest that the difference between the companies 
is stat ist ical ly significant. 
Table-9(a-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
TATA 
MTNL 
IDEA 
Rank 
1 
4 
2 
5 
6 
3 
Mean 
1.406 
1.339 
1.373 
1.144 
1.077 
1.369 
F 
6.795554 
F Critical 
3.028532 
Comment 
Significant 
In question number 9 (b), respondents were asked to rate 
their commitment towards switching to other company in 
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case of the inefficiency shown by the company. Here we 
find Airtel is the leading with a mean of 1.406 and is 
followed by Reliance (1.373), Idea (1 .369) , Hutch 
(1.339), Tata (1.144) and MTNL at 1.077 is at last. Some 
very interest ing results are emerging from this quest ion, 
the mean values suggests that respondents are disagreeing 
for this statement for all the companies, which implies 
that they do not want to switch to any other company in 
case of inefficiency shown by any company, this suggests 
that respondents have a lot of faith in companies and they 
are showing very commitment with all the companies . As 
far as F values is concern it is 6.79, while, F-crit ical is 
3.02 which suggests that although difference between the 
companies is stat ist ically significant but the difference is 
not very high. 
Table-9(a-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
5 
6 
2 
Mean 
" 3.269 
2.863 
2.428 
1.720 
1.317 
2.893 
F 
192.5322 
F Critical 
3.028532 
Comment 
Significant 
In question number 9 (c), respondents were asked to rate 
how they share good business relationship with the 
company. Here again Airtel is the leading with a mean of 
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3.26 and is followed by MTNL (2.893), Hutch (2 .863) , 
Reliance (2 .428) , Idea (1.720) and TATA at 1.317 is at 
last spot, mean values suggest that respondents are 
strongly agreeing for Airtel, MTNL and Hutch as mean 
values are more than 2.8 and disagreeing with Idea and 
TATA as mean values are less than 1.8, for this quest ion 
we find a different trend here respondents are showing 
more commitment towards MTNL although for most of the 
dimension they have kept it at last. One reason could be 
that since MTNL is a Government concern people have 
more faith in them hence they share good rela t ionship 
with the company. In MTNL agreement are more formal 
and polices don ' t change drastically overnight hence 
dealers have more faith in them in spite of all the 
shor tcomings. As far as F value is concern it is 192.53 
while F-Critical is 3.02. Again the difference between F 
crit ical and F is large which suggest that the difference 
between the companies is statistically significant. 
X PROCESS AREAS 
Table-10(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.609 
3.033 
2.362 
3.214 
1.834 
1.410 
F 
279.2666 
F Critical 
3.028532 
Comment 
Significant 
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In segment X respondents were asked different question 
regarding process areas. In question 10 (a), respondents 
were asked to rate the overall quality of interaction with 
the distributors sales executives / FOS. Here Airtel is the 
leader with a mean of 3.609, which is followed by Idea 
(3.214), Hutch (3.033), Reliance (2.362) TATA (1.834) 
and MTNL at 1.410 is last. From mean value it is clear 
that for Airtel and Idea the values are above 3 which 
suggest respondents are agreeing with this statement. 
While for TATA and MTNL values are less than 2 which 
suggests that the respondents do not agree with the 
statement. Hence, it can be stated that with respondents 
are quality of interaction with the distributors sales 
executive / FOS is the best while it is worst for MTNL. 
On analyzing the F value it can be concluded that the 
difference between the companies is statistically 
significant as value of F is 279.26 while value of F-
Critical is 3.02. 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Tal 
Mean 
3.683 
3.007 
2.365 
3.565 
1.904 
1.469 
)le-10(b-1) 
F 
283.2727 
F Critical 
3.028532 
Comment 
Significant 
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In question 10 (b-1) , respondents were asked to rate the 
how regularly DSE/FOS visit them, here Airtel is clear 
leader with a mean of 3.683, while mean for Idea is 3.565, 
for Hutch it is 3.006, for Reliance it is 2.365, for TATA it 
is 1.904 and for MTNL it is 1.469. the results clearly 
indicate that DSE/FOS are regularly visited by Airtel , 
Idea and Hutch, while in case of TATA and MTNL these 
visit are not regular. As far as F value is concern it is 
298.95 while F-Critical is 3.02. Again the difference 
between F critical and F is large which suggest that the 
difference between the companies is s tat is t ical ly 
significant. 
Table-10(b-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
2 
3 
4 
1 
5 
6 
Mean 
3.214 
2.675 
2.605 
3.251 
1.915 
1.554 
F 
150.4828 
F Critical 
3.028532 
Comment 
Significant 
In question 10 (b-2) , respondents were asked to rate the 
responsiveness and helpfulness of company sales 
personal . Airtel is clear leader with a mean of 3.214, 
which is followed by Idea (3.251), Hutch (2.675), 
Reliance (2.605), TATA (1.915) and MTNL is last with a 
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mean of (1 .554) . From mean values is evident for Airtel 
respondents are showing a strong agreement as mean 
value is more than 3.2, while for MTNL they are 
disagreeing as mean value is less than 1.6. Hence, it is 
clear that according to respondents sales personnel of 
Airtel are most responsive while that of MTNL are least 
responsive. As far as F value is concern it is 150.48 while 
F-Crit ical is 3.02. Again the difference between F 
crit ical and F is large which suggest that the difference 
between the companies is statistically significant. 
Table-10(b-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.328 
2.893 
2.579 
3.162 
1.934 
1.542 
F 
154.4157 
F Critical 
3.028532 
Comment 
Significant 
In question 10 (b-3) , respondents were asked to rate the 
ability to keep commitment. Airtel is clear leader with a 
mean of 3.328, which is followed by Idea (3 .162) , Hutch 
(2.893), Reliance (2.579), TATA (1.934) and MTNL is 
last with a mean of (1.542). From mean values is evident 
for Airtel respondents are showing a strong agreement as 
mean value is more than 3.3, while for MTNL they are 
disagreeing as mean value is less than 1.6. Hence, it is 
107 
clear that according to respondents Airtel is best in 
keeping its commitments while MTNL is the worst in 
keeping its commitment. As far as F value is concern it is 
154.41 while F-Critical is 3.02. Again the difference 
between F crit ical and F is large which suggest that the 
difference between the companies is s ta t is t ical ly 
significant . 
Table-10(b-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.446 
2.849 
2.568 
3.129 
1.908 
1.517 
F 
165.3787 
F Critical 
3.028532 
Comment 
Significant 
In question 10 (b-4), respondents were asked to rate the 
sales execut ives knowledge regarding stock avai labi l i ty 
competi tors offerings. Airtel is clear leader with a mean 
of 3.446, which is followed by Idea (3 .129) , Hutch 
(2 .849) , Reliance (2.568), TATA (1.908) and MTNL is 
last with a mean of (1.517). From mean values is evident 
for Airtel respondents are showing a strong agreement as 
mean value is more than 3.4, while for MTNL they are 
disagreeing as mean value is less than 1.6. Hence, 
according to respondents Airtel sales executives have 
more knowledge regarding stock availabil i ty compet i tors 
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offerings while MTNL their sales executives have the 
least knowledge regarding stock availability competitors 
offerings. As far as F value is concern it is 154.41 while 
F-Critical is 3.02. Again the difference between F 
critical and F is large which suggest that the difference 
between the companies is statistically significant. 
Table-10(b-5) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.380 
2.838 
2.568 
2.974 
1.860 
1.535 
F 
150.1013 
F Critical 
3.028532 
Comment 
Significant 
In question number 10 (b-5) respondents were asked to 
rate the ability to understand their requirement and build 
rapport. In response to this question Airtel is clear leader 
with a mean value of 3.380 again it is followed by Idea 
(2.974), Hutch (2.838), Reliance (2.568), TATA (1.860) 
and MTNL at 1.535 is again at the last. Mean value 
suggest that agreement with Airtel is very high as mean 
value is more than 3.3, while in case of MTNL 
disagreement is high as mean value is near 1.5. According 
to respondents Airtel is the company whose sales 
executives has better understanding of their dealer's 
requirements and is able to build better rapport, while 
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MTNL sales executives do not have understanding of their 
dealer's requirements and are not able to build better 
rapport. F value for this statement is 150.10, value of F-
critical is 3.02 here again the difference between the 
companies is statistically significant. 
Table-10(b-6) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
IMTNL 
Ranl< 
1 
3 
4 
2 
5 
6 
Mean 
3.300 
2.796 
2.570 
2.952 
1.911 
1.489 
F 
142.5027 
F Critical 
3.028589 
Comment 
Significant 
In question number 10 (b-6) respondents were asked to 
rate the ease of access of the sales executives. In response 
to this question Airtel is clear leader with a mean value of 
3.300 again it is followed by Idea (2.952), Hutch (2.796), 
Reliance (2.570), TATA (1.911) and MTNL at 1.489 is 
again at the last. Mean value suggest that agreement with 
Airtel is very high as mean value is 3.3, while in case of 
MTNL disagreement is high as mean value is less than 
1.5. According to respondents it is easy to access of the 
sales executives, while in case of MTNL it is not easy to 
get access to sales executives. F value for this statement 
is 142.50, value of F-critical is 3.02 here again the 
difference between the companies is s tat is t ical ly 
significant. 
Table-10(b-7) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.333 
2.733 
2.474 
2.856 
1.833 
1.474 
F 
154.2753 
F Critical 
3.028589 
Comment 
Significant 
In question number 10 (b-7) respondents were asked to 
rate the ease of escalating issues to the dis tr ibutor if 
required. In response to this question Airtel is clear 
leader with a mean value of 3.333 again it is followed by 
Idea (2.856), Hutch (2.733), Reliance (2 .474) , TATA 
(1.833) and MTNL at 1.474 is again at the last. Mean 
value suggest that agreement with Airtel is very high as 
mean value is more than 3.3, while in case of MTNL 
disagreement is high as mean value is less than 1.5. 
According to respondents it is easy to escalate the issues 
to the distr ibutor if required, while in case of MTNL it is 
not so. F value for this statement is 154.27, value of F-
critical is 3.02 here again the difference between the 
companies is statist ically significant. 
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Table-10{b-8) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.322 
2.704 
2.435 
2.811 
1.878 
1.448 
F 
146.9515 
F Critical 
3.028589 
Comment 
Significant 
In quest ion number 10 (b-8) respondents were asked to 
rate the plan out shelf display/ POP and act as single 
window for all solutions. In response to this quest ion 
Airtel is clear leader with a mean value of 3.322 again it 
is followed by Idea (2.811), Hutch (2.704), Reliance 
(2.434), TATA (1.878) and MTNL at 1.448 is at the last. 
Mean value suggest that agreement with Airtel is very 
high as mean value is more than 3.3, while in case of 
MTNL disagreement is high as mean value is less than 
1.5. According to respondents it is easy to escalate the 
issues to the distributor if required, while in case of 
MTNL it is not so. F value for this statement is 146.95, 
value of F-critical is 3.02 here again the difference 
between the companies is statistically significant. 
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XI COMPANY SALES PERSONNEL 
Table-11{a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.626 
3.044 
2.356 
3.196 
1.804 
1.389 
F 
275.4438 
F Critical 
3.028589 
Comment 
Significant 
In segment XI respondents were asked different questions 
on Company sales personnel/quali ty. In question 11 (a), 
respondents were asked to rate the overall quality of 
interaction with the sales personnel. Airtel is clear leader 
with a mean of 3.626, which is followed by Idea (3.196), 
Hutch (3 .044) , Reliance (2.356), TATA (1.804) and 
MTNL is last with a mean of (1.389). From mean values is 
evident for Airtel respondents are showing a strong 
agreement as mean value is more than 3.6, while for 
MTNL they are disagreeing as mean value is less than 1.4. 
Hence, according to respondents overall Quality of 
interaction with the sales personnel of Airtel is very good 
while, in case of TATA and MTNL Quality of interaction 
with the sales personnel of Airtel is not good. As far as F 
value is concern it is 275.44 while F-Crit ical is 3.02. 
Again the difference between F critical and F is large 
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which suggest that the difference between the companies 
is s ta t is t ical ly significant. 
Table-11(b-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.707 
3.063 
2.396 
3.570 
1.900 
1.459 
F 
306.7581 
F Critical 
3.028589 
Comment 
Significant 
In question 11 (b-1), respondents were asked to rate 
frequent visi ts by company sales execut ives. Airtel is 
clear leader with a mean of 3.707, which is followed by 
Idea (3 .570) , Hutch (3.063), Reliance (2 .396) , TATA 
(1.900) and MTNL is last with a mean of (1 .459) . From 
mean values is evident for Airtel and Idea respondents are 
showing a strong agreement as mean value is more than 
3.5, while for MTNL and TATA they are disagreeing as 
mean values are less than 2. Hence, according to 
respondents visit of sales man are more frequent in case 
of Airtel and Idea, while, in case of TATA and MTNL 
these visits are not that frequent. As far as F value is 
concern it is 306.75 while F-Critical is 3.02. Again the 
difference between F critical and F is large which suggest 
that the difference between the companies is s ta t is t ical ly 
significant. 
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Table-11(b-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.289 
2.763 
2.633 
3.256 
1.944 
1.593 
F 
162.9649 
F Critical 
3.028589 
Comment 
Significant 
In quest ion number 11 (b-2), respondents were asked to 
rate the company on the basis of knowledge their sales 
executives have about their products. From the mean 
value we find Airtel is leading with a mean value of 3.289 
which is followed by Idea at 3.256, Hutch is at third spot 
with a mean of 2.763 it is followed by Reliance (2.633), 
TATA (1.944), MTNL at 1.593 is last. Since mean values 
for Airtel and Idea are more than 3.2 which suggest that 
the agreement is strong with this statement. In case of 
MTNL and TATA mean values are less than 2 which 
suggests that disagreement is high. Value of F is 162.96 
while value of F-Critical is just 3.02; this clearly 
indicates that the difference between the companies is 
highly stat is t ical ly significant. According to respondents 
Airtel and Idea are the company whose sales executive 
have the knowledge about company products . While in 
15 
case of TATA and MTNL there sales executives have very 
less knowledge. 
Table-11(b-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.359 
2.878 
2.604 
3.141 
1.967 
1.507 
F 
167.4703 
F Critical 
3.028589 
Comment 
Significant 
In quest ion number 11 (b-3), respondents were asked to 
rate the company on the basis of ability to understand 
their requirements . From the mean value we find Airtel is 
leading with a mean value of 3.359 which is followed by 
Idea at 3 .141 , Hutch is at third spot with a mean of 2.878 
it is followed by Reliance (2.604), TATA (1.967) , MTNL 
at 1.507 is last. Since mean values for Airtel and Idea are 
more than 3.1 which suggest that the agreement is strong 
with this statement. In case of MTNL and TATA mean 
values are less than 2 which suggests that disagreement is 
high. Value of F is 167.47 while value of F-Critical is 
just 3.02; this clearly indicates that the difference 
between the companies is highly stat ist ical ly significant. 
According to respondents Airtel and Idea are the company 
which has better understanding about the requirement of 
16 
their dealers . While in case of TATA and MTNL there 
understanding is poor. 
Table-11(b-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.474 
2.922 
2.619 
3.070 
1.885 
1.515 
F 
183.7057 
F Critical 
3.028589 
Comment 
Significant 
• 
In question number 1 1 (b-4), respondents were asked to 
rate the company on the basis of better accessibi l i ty and 
responsiveness of sales executive towards dealers . From 
the mean value we find Airtel is leading with a mean 
value of 3.474 which is followed by Idea at 3.070, Hutch 
is at third spot with a mean of 2.922 it is followed by 
Reliance (2.619), TATA (1.885), MTNL at 1.515 is last. 
Since mean values for Airtel and Idea are more than 3.0 
which suggest that the agreement is strong with this 
statement. In case of MTNL and TATA mean values are 
less than 2 which suggests that disagreement is high. 
Value of F is 183.70 while value of F-Crit ical is just 
3.02; this clearly indicates that the difference between the 
companies is highly statistically significant. According to 
respondents Airtel and Idea are the company which has 
better accessibi l i ty and responsiveness of sales executive 
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towards dealers . While in case of TATA and MTNL their 
accessibi l i ty and responsiveness is poor. 
Table-11(b-5) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
iVIean 
3.430 
2.915 
2.615 
2.948 
1.919 
1.522 
F 
164.4294 
F Critical 
3.028589 
Comment 
Significant 
In question number 1 1 (b-5), respondents were asked to 
rate the company on the basis of ability to understand 
their requirements . From the mean value we find Airtel is 
leading with a mean value of 3.430 which is followed by 
Idea at 2 .948, Hutch is at third spot with a mean of 2.915 
it is followed by Reliance (2.615), TATA (1.919) , MTNL 
at 1.522 is last. Since mean values for Airtel is more 
than 3.4 which suggest that the agreement is strong with 
this s tatement. In case of MTNL and TATA mean values 
are less than 2 which suggests that disagreement is high. 
Value of F is 164.42 while value of F-Critical is just 
3.02; this clearly indicates that the difference between the 
companies is highly statistically significant. According to 
respondents Airtel is the company which has more 
empowered sales executives. While in case of TATA and 
MTNL sales executives are not empowered, they can not 
take a decision on their on. 
Table-11(b-6) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.344 
2.859 
2.515 
2.959 
1.956 
1.493 
F 
157.0753 
F Critical 
3.028589 
Comment 
Significant 
In quest ion number 11 (b-6), respondents were asked to 
rate the company on the basis of marketing support 
provided by sales executives based on respondents feed 
back. From the mean value we find Airtel is leading with 
a mean value of 3.344 which is followed by Idea at 2 .959, 
Hutch is at third spot with a mean of 2.859 it is followed 
by Reliance (2.515), TATA (1.956), MTNL at 1.493 is 
last. Since mean values for Airtel is more than 3.3 which 
suggest that the agreement is very high with this 
s tatement. In case of MTNL and TATA mean values are 
less than 2 which suggests that disagreement is high. 
Value of F is 157.07 while value of F-Critical is just 
3.02; this clearly indicates that the difference between the 
companies is highly statistically significant. According to 
respondents Airtel is the 5 
company which provides best marketing support by its 
sales executives based on their feed back. While in case 
of TATA and MTNL sales executives hardly provide any 
marketing support bases on their feed back. 
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Table-11(b-7) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.322 
2.722 
2.459 
2.870 
1.822 
1.485 
F 
163.7625 
F Critical 
3.028589 
Comment 
Significant 
In question number 1 1 (b-7) respondents were asked to 
rate the company on the basis of adequacy of information 
made available to respondents viz technical 
feature/qual i ty. From the mean value we find Airtel is 
leading with a mean value of 3.322 which is followed by 
Idea at 2.870, Hutch is at third spot with a mean of 2.722 
it is followed by Reliance (2.459), TATA (1.822) . MTNL 
at 1.485 is last. Since mean values for Airtel is more 
than 3.3 which suggest that the agreement is strong with 
this statement. In case of MTNL mean value is less than 
1.5 which suggests that disagreement is very high. Value 
of F is 163.76 while value of F-Critical is just 3.02; this 
clearly indicates that the difference between the 
companies is highly statistically significant. According to 
respondents Airtel provides best information viz technical 
feature/quali ty while MTNL is least does not provide 
information to respondent ' s viz technical feature/qual i ty. 
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Table-11(d) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.648 
3.037 
2.396 
3.193 
1.830 
1.419 
F 
300.2078 
F Critical 
3.028589 
Comment 
Significant 
In question number 11 (d), respondents were asked to rate 
the company on the basis of overall quality of ordering 
and delivery. From the mean value we find Airtel is 
leading with a mean value of 3.648 which is followed by 
Idea at 3.193, Hutch is at third spot with a mean of 3.037 
it is followed by Reliance (2.396), TATA (1.830), MTNL 
at 1.419 is last. Since mean values for Airtel, Idea and 
Hutch are more than 3.0 which suggest that the agreement 
is very high with this statement for these companies. In 
case of MTNL and TATA mean values are less than 2 
which suggests that disagreement is high. Value of F is 
300.20 while value of F-Critical is just 3.02; this clearly 
indicates that the difference between the companies is 
highly statistically significant. According to respondents 
Airtel, Idea and Hutch have a better quality of ordering 
and delivery is the company which provides best 
marketing support by its sales executives based on their 
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feed back. While, in case of TATA and MTNL quality of 
ordering and delivery is poor. 
Table-11(e-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.730 
2.996 
2.478 
3.619 
1.907 
1.485 
F 
310.5012 
F Critical 
3.028589 
Commei 
Significa 
In question 11 (e-1), respondents were asked to rate the 
companies according to ease of placing the order. Airtel 
is again leader with a mean of 3.730, which is followed 
by Idea (3.619), Hutch (2.996), Reliance (2 .478) , TATA 
(1.907) and MTNL is last with a mean of (1 .485) . From 
mean values is evident for Airtel and Idea respondents are 
showing a strong agreement as mean value is more than 
3.6, while for MTNL and TATA they are disagreeing as 
mean values are less than 2. Hence, according to 
respondents it is easiest to place an order with Airtel and 
Idea, while, in case of TATA and MTNL it is not that 
easy. As far as F value is concern it is 310.50 while F-
Critical is 3.02. Again the difference between F critical 
and F is very large which suggest that the difference 
between the companies is statistically highly significant. 
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Table-11(e-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.330 
2.781 
2.581 
3.259 
1.937 
1.559 
F 
167.3662 
F Critical 
3.028589 
Comment 
Significant 
In question 11 (e-2), respondents were asked to rate the 
companies according timeliness of delivery under special 
circumstances. Airtel is again leader with a mean of 
3.330, which is followed by Idea (3.259), Hutch (2.781), 
Reliance (2.581), TATA (1.937) and MTNL is last with a 
mean of (1.559). From mean values is evident for Airtel 
and Idea respondents are showing a strong agreement as 
mean value is more than 3.2, while for MTNL and TATA 
they are disagreeing as mean values are less than 2. 
Hence, according to respondents Airtel and Idea provide 
timely delivery in case of special circumstances, while, 
TATA and MTNL are not able to do so, hutch and reliance 
fall in between the two. As far as F value is concern it is 
167.36 while F-Critical is 3.02. Again the difference 
between F critical and F is very large which suggest that 
the difference between the companies is statistically 
highly significant. 
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Table-11(e-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
iVITNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.396 
2.856 
2.633 
3.081 
1.948 
1.500 
F 
178.0828 
F Critical 
3.028589 
Comment 
Significant 
In question number 11 (e-3), respondents were asked to 
rate the company on the basis of overall quality of 
ordering and delivery. From the mean value we find Airtel 
is leading with a mean value of 3.396 which is followed 
by Idea at 3 .081, Hutch is at third spot with a mean of 
2.856 it is followed by Reliance (2.633), TATA (1.948), 
MTNL at 1.500 is last. Since mean values for Airtel and 
Idea are more than 3.0 which suggest that the agreement 
is very high with this statement for these companies . In 
case of MTNL and TATA mean values are less than 2 
which suggests that disagreement is high. Value of F is 
178.08 while value of F-Critical is just 3.02; this clearly 
indicates that the difference between the companies is 
highly stat is t ical ly significant. According to respondents 
Airtel and Idea handle urgent requirements and newly 
launched products effectively. While, in case of TATA 
and MTNL it is not so. 
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Table-11(e-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.448 
2.881 
2.530 
3.067 
1.885 
1.544 
F 
172.8443 
F Critical 
3.028589 
Comment 
Significant 
In question 11 (e-4), respondents were asked to rate the 
companies according to ease of placing the order. Airtel 
is again leader with a mean of 3.448, which is followed 
by Idea (3.619), Hutch (2.996), Reliance (2.478), TATA 
(1.907) and MTNL is last with a mean of (1.485). From 
mean values is evident for Airtel and Idea respondents are 
showing a strong agreement as mean value is more than 
3.6, while for MTNL and TATA they are disagreeing as 
mean values are less than 2. Hence, according to 
respondents it is easiest to place an order with Airtel and 
Idea, while, in case of TATA and MTNL it is not that 
easy. As far as F value is concern it is 310.50 while F-
Critical is 3.02. Again the difference between F critical 
and F is very large which suggest that the difference 
between the companies is statistically highly significant. 
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Table-11(e-5) 
Service 
Providers Ranl< IMean F Critical Comment 
AIRTEL 3.285 
HUTCH 2.800 
RELIANCE 2.548 
IDEA 2.941 
152.2499 3.028589 Significant 
TATA 1.904 
MTNL 1.496 
In questions l l (e-5) respondents were asked to compare 
the companies on the basis of speed of resolving issues 
related to billing/collection. Airtel again is a clear leader 
with a mean value of 3.285, Idea is again at number two 
spot with 2.941 and is followed by Hutch, Reliance, 
TATA and MTNL respectively. MTNL again is the last 
with a mean value of 1.496. This means according to 
respondents Airtel is best in speed of resolving issues 
related to billing/collection and MTNL is the worst. On 
comparing F value, it is very clear that the difference 
among the companies is very large. Value of F Critical is 
3.028 while value of F is 152.24. This clearly shows that 
the difference among the companies is statistically 
significant, even at 99% significance level. 
Table-11(e-6) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.267 
2.722 
2.437 
2.793 
1.833 
1.481 
F 
145.7822 
F Critical 
3.028589 
Comment 
Significant 
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In question! 1 (e-6), respondents were asked to rate 
companies on the basis of proper time given to make the 
payment, here also Airtel is clear leader with a mean of 
3.267, which is followed by Idea (2.793), Hutch (2.722), 
Reliance (2.437). TATA (1.833) and MTNL is last here 
again with a mean of (1.481). From mean values is 
evident for Airtel respondents are showing a strong 
agreement, while for MTNL they are disagreeing. Hence, 
it is clear that according to respondents Airtel gives 
proper time to make the payment while, MTNL does not 
give proper time to make the payment. As far as F value 
is concern it is 145.78 while F-Critical is 3.02. Again the 
difference between F critical and F is large which suggest 
that the difference between the companies is statistically 
significant. 
Table-11(g) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.674 
3.137 
2.359 
3.226 
1.811 
1.422 
F 
326.3497 
F- Critical 
3.028589 
Comment 
Significant 
In question 1 1 (g), respondents were asked to rate the 
companies on the basis of overall quality of trade 
promotions and schemes. Here also Airtel is the leader 
with a mean of 3.674, which is followed by Idea (3.226), 
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Hutch (3.137), Reliance (2.359) TATA (1.811) and MTNL 
at 1.422 is last. From mean value it is clear that for 
Airtel, Idea and Hutch the values are above 3 which 
suggest respondents are agreeing with this statement. 
While for TATA and MTNL values are less than 2 which 
suggests that the respondents do not agree with the 
statement. Hence, it can be stated that with Airtel, Idea 
and Hutch respondents feel that overall quality of trade 
promotions and schemes is good. While, in case of MTNL 
they don't feel so. On analyzing the F value it can be 
concluded that the difference between the companies is 
statistically significant as value of F is 326.34 while 
value of F-Critical is 3.02. 
Table-11(h-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
IVITNL 
Rank 
1 
3 
4 
2 
5 
6 
IVIean 
3.722 
2.974 
2.589 
3.617 
1.974 
1.530 
F 
151.1853 
F- Critical 
3.028589 
Comment 
Significant 
In question 11 (h-1), respondents were asked to rate 
companies on the basis of setting fair and reasonable 
targets, here also Airtel is clear leader with a mean of 
3.722, which is followed by Idea (3.617), Hutch (2.974), 
Reliance (2.589). TATA (1.974) and MTNL is last here 
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again with a mean of (1.530). From mean values is 
evident for Airtel and Idea respondents are showing a 
very strong agreement as mean values for both the 
companies are more than 3.6, while for MTNL they are 
disagreeing as mean value is less than 1.6. Hence, it is 
clear that according to respondents Airtel and Idea are 
giving the most reasonable targets. While, MTNL is 
providing unreasonable targets. As far as F value is 
concern it is 151.18 while F-Critical is 3.02. Again the 
difference between F critical and F is large which suggest 
that the difference between the companies is statistically 
significant. 
Table-11(h-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.330 
2.726 
2.659 
3.319 
1.974 
1.526 
F 
175.3266 
F- Critical 
3.028589 
Comment 
Significant 
In question 1 I (h-2), respondents were asked to rate the 
companies on the basis of rewards given for achieving the 
targets. Here also Airtel is the leader with a mean of 
3.330, which is followed by Idea (3.319), Hutch (2.726), 
Reliance (2.659) TATA (1.974) and MTNL at 1.526 is 
last. From mean value it is clear that for Airtel and Idea 
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the values are above 3.3 which suggest respondents are 
agreeing with this statement. While for TATA and MTNL 
values are less than 2 which suggests that the respondents 
do not agree with the statement. Hence, it can be stated 
that with Airtel and Idea are giving good rewards to 
channel partners for achieving targets. In case of MTNL 
and TATA they don't do so. On analyzing the F value it 
can be concluded that the difference between the 
companies is statistically significant as value of F is 
175.32 while value of F-Critical is 3.02. 
Table-11(h-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.330 
2.919 
2.578 
3.126 
1.989 
1.563 
F 
149.2802 
F- Critical 
3.028589 
Comment 
Significant 
In question 1 1 (h-3), respondents were asked to rate 
companies on the basis of timely intimation of trade 
schemes, in response to this question also Airtel is clear 
leader with a mean of 3.330, which is followed by Idea 
(3.126), Hutch (2.919), Reliance (2.578). TATA (1.989) 
and MTNL is last here again with a mean of (1.563). From 
mean values is evident for Airtel and Idea respondents are 
showing a strong agreement as mean values are more than 
3.1, while for MTNL they are disagreeing. Hence, it can 
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be concluded that according to respondents Airtel and 
Idea provide timely information about the trade schemes 
to their channel members, while, MTNL and TATA do not 
provide timely information. As far as F value is concern it 
is 149.28 while F-Critical is 3.02. Again the difference 
between F critical and F is large which suggest that the 
difference between the companies is statistically 
significant. 
Table-11(h-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.404 
2.878 
2.585 
2.981 
1.911 
1.504 
F 
158.4333 
F- Critical 
3.028589 
Comment 
Significant 
In question 1 1 (h-4), respondents were asked to rate 
companies on the basis of introducing trade schemes on 
regular basis, here also Airtel is clear leader with a mean 
of 3.404, which is followed by Idea (2.981, Hutch 
(2.878), Reliance (2.585). TATA (1.911) and MTNL is 
last here again with a mean of (1.504). From mean values 
is evident for Airtel respondents are showing a very 
strong agreement as mean value for the company is more 
than 3.4, while for MTNL they are disagreeing as mean 
value is less than 1.6. Hence, it is clear that according to 
respondents Airtel introduces trade schemes on regular 
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basis. While, MTNL and TATA are not introducing trade 
schemes at regular basis. As far as F value is concern it is 
158.43 while F-Critical is 3.02. Again the difference 
between F critical and F is large which suggest that the 
difference between the companies is statistically 
significant. 
Table-11(h-5) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.426 
2.804 
2.581 
2.989 
1.967 
1.507 
F 
154.7192 
F- Critical 
3.028589 
Comment 
Significant 
In question 1 1 (h-5), respondents were asked to rate the 
companies on the basis of response towards competitors 
trade schemes. Here also Airtel is the leader with a mean 
of 3.426, which is followed by Idea (2.989), Hutch 
(2.804), Reliance (2.581) TATA (1.967) and MTNL at 
1.507 is last. From mean value it is clear that for Airtel 
the value is above 3.4 which suggest respondents are 
strongly agreeing with this statement. While for TATA 
and MTNL values are less than 2 which suggests that the 
respondents do not agree with the statement. Hence, it can 
be stated that Airtel is quick to respond to competitor's 
trade schemes. In case of MTNL and TATA they are slow 
to respond. On analyzing the F value it can be concluded 
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that the difference between the companies is s ta t is t ical ly 
significant as value of F is 154.71 while value of F-
Crit ical is 3.02. 
Table-11(h-6) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.330 
2.819 
2.556 
2.952 
1.919 
1.530 
F 
142.0021 
F- Critical 
3.028589 
Comment 
Significant 
In quest ion 1 1 (h-6) , respondents were asked to rate 
companies on the basis of time allotted to achieve the 
target , here also Airtel is clear leader with a mean of 
3.330, which is followed by Idea (2.952), Hutch (2.819) , 
Reliance (2.556). TATA (1.919) and MTNL is last here 
again with a mean of (1.530). From mean values is 
evident for Airtel respondents are showing a very strong 
agreement as mean value for- the company is more than 
3.3, while for MTNL and TATA they are disagreeing as 
mean values are less than 2. Hence, it can be concluded 
that according to respondents Airtel allots the best time to 
achieve the target. While, MTNL and TATA are not 
al lot t ing proper time to achieve the targets . As far as F 
value is concern it is 142.00 while F-Critical is 3.02. 
Again the difference between F critical and F is large 
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which suggest that the difference between the companies 
is statistically significant. 
Table-11(h-7) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.274 
2.819 
2.437 
2.919 
1.896 
1.452 
F 
158.5055 
F- Critical 
3.028589 
Comment 
Significant 
In question 1 1 (h-7), respondents were asked to rate 
companies on the basis of timeliness in offering the 
rewards/ realization of benefits, here also Airtel is clear 
leader with a mean of 3.274, which is followed by Idea 
(2.919), Hutch (2.819), Reliance (2.437). TATA (1.896) 
and MTNL is last here again with a mean of (1.452). From 
mean values is evident for Airtel respondents are showing 
a very strong agreement as mean value for the company is 
more than 3.2, while for MTNL they are disagreeing as 
mean value is less than 1.5. Hence, it is clear that 
according to respondents Airtel offers rewards/ 
realization of benefits on time. While, MTNL and TATA 
are not providing the rewards / realizations on time. As 
far as F value is concern it is 158.50 while F-Critical is 
3.02. Again the difference between F critical and F is 
large which suggest that the difference between the 
companies is statistically significant. 
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Table-11(h-8) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.274 
2.689 
2.511 
2.867 
1.874 
1.496 
F 
139.786 
F- Critical 
3.028589 
Comment 
Significant 
In question 11 (h-8), respondents were asked to rate the 
companies on the basis of innovativeness of trade 
schemes. Here also Airtel is the leader with a mean of 
3.274, which is followed by Idea (2.867), Hutch (2.689), 
Reliance (2.511) TATA (1.874) and MTNL at 1.496 is 
last. From mean value it is clear that for Airtel the value 
is above 3.2 which suggest respondents are strongly 
agreeing with this statement. While for TATA and MTNL 
values are less than 2 which suggests that the respondents 
do not agree with the statement. Hence, it can be stated 
that Airtel is most innovative company when it comes to 
introducing trade schemes. In case of MTNL and TATA 
they are not innovative in trade schemes. On analyzing 
the F value it can be concluded that the difference 
between the companies is statistically significant as value 
of F is 139.78 while value of F-Critical is 3.02. 
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XII SHARE OF DEALINGS 
Table-12(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.659 
3.070 
2.374 
3.259 
1.819 
1.407 
F 
313.7838 
F Critical 
3.028589 
Comment 
Significant 
In segment XII respondents were asked two questions on 
share of dealings. In question 12 (a), respondents were 
asked to rate the possibilities that their share of dealing 
from the company going to increase in future, here also 
Airtel is clear leader with a mean of 3.659, which is 
followed by Idea (3.259), Hutch (3.070), Reliance 
(2.374). TATA (1.819) and MTNL is last here again with 
a mean of (1.407). From mean values is evident for Airtel, 
Idea and Hutch respondents are showing a very strong 
agreement as mean value for all the companies are more 
than 3.0, while for MTNL and TATA they are disagreeing 
as mean values are less than 2. Hence, it can be 
concluded that according to respondent's possibilities of 
their share of dealing with companies is going to increase 
in the future is high. While, in case MTNL and TATA 
possibilities of their share of dealing with companies is 
going to increase in the future is low. As far as F value is 
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concern it is 313.78 while F-Critical is 3.02. Again the 
difference between F critical and F is large which suggest 
that the difference between the companies is statistically 
significant. 
Table-12(b) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
3 
5 
1 
4 
2 
6 
Mean 
1.437 
1.300 
1.663 
1.404 
1.456 
1.241 
F 
7.14671 
F Critical 
3.028589 
Comment 
Significant 
In question 12 (b), respondents were asked to rate the 
possibilities of switching to another competitor who 
comes to them with a better offer. For this statement some 
interesting results are emerging. For this question leader 
is Reliance with a mean of 1.663, which is followed by 
TATA 1.456, Airtel 1.437, Idea 1.404, Hutch 1.300 and 
MTNL 1.241 respectively. From mean values is evident 
for all the six companies mean value is less than 2, this 
suggests that respondents are disagreeing for all the 
companies, which means they will not shift to any other 
company if it provides better offer. Again we are getting 
that commitment level is very high for all the companies. 
As far as F value is concern it is 7.14 while F-Critical is 
3.02. The difference between the F value and F-critical 
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values is statistically significant but the difference is not 
very high. 
XIII INVOICING/CLAIMS/SETTLEMENT 
Table-13(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.622 
3,033 
2.404 
3.196 
1.807 
1.374 
F 
298.2225 
F Critical 
3.028589 
Comment 
Significant 
In segment XIII respondents were asked questions on 
invoicing/claims/settlement. In question 13 (a), 
respondents were asked to rate the overall quality of 
invoicing / claims / settlement, here also Airtel is clear 
leader with a mean of 3.622, which is followed by Idea 
(3.196), Hutch (3.033), Reliance (2.404). TATA (1.807) 
and MTNL is last here again with a mean of (1.374). From 
mean values is evident for Airtel, Idea and Hutch 
respondents are showing a very strong agreement as mean 
value for all the companies are more than 3.0, while for 
MTNL and TATA they are disagreeing as mean values are 
less than 2. Hence, it can be concluded that according to 
respondent's overall quality of invoicing / claims / 
settlement is good. While, in case MTNL and TATA 
overall quality of invoicing / claims / settlement is poor. 
As far as F value is concern it is 298.22 while F-Critical 
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is 3.02. Again the difference between F critical and F.is 
large which suggest that the difference between the 
companies is statistically significant. 
Table-13(b-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.644 
2.959 
2.422 
3.604 
1.919 
1.456 
F 
288.0593 
F Critical 
3.028589 
Comment 
Significant 
In questions 13(b-l) respondents were asked to rate the 
companies on the basis of clarity in the payment details. 
Airtel again is a clear leader with a mean value of 3.644, 
Idea is again at number two spot with 3.604 and is 
followed by Hutch, Reliance, TATA and MTNL 
respectively. MTNL again is the last with a mean value of 
1.456. This means according to respondents Airtel and 
Idea are best as far as clarity in the payment details is 
concern. On comparing F value, it is very clear that the 
difference among the companies is very large. Value of F 
Critical is 3.028 while value of F is 288.05. This clearly 
shows that the difference among the companies is 
statistically significant. 
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Table-13{b-2) 
Service 
Providers 
AiRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.256 
2.667 
2.663 
3.233 
1.922 
1.600 
F 
147.0069 
F Critical 
3.028589 
Comment 
Significant 
In question 13 (b-2), respondents were asked to rate the 
discount given by the companies on the mode and time of 
payment. For this statement Airtel is the leader with a 
mean of 3.256, Idea is at second place with a mean of 
3.233, hutch is at third place with a mean of 2.667, 
followed by Reliance 2.663, TATA (1.922) and MTNL at 
1.600 is al last place. From mean values is evident for 
agreement among respondents is high for Airtel and Idea 
as mean value for both the companies is more than 3. For 
TATA and MTNL agreement is low as mean values are 
less than 2. As far as F value is concern it is 147.00 while 
F-Critical is 3.02. The difference between the F value 
and F-critical values is statistically significant. Hence 
according to respondents Airtel and Idea are providing 
best discount to the companies for the mode and time of 
payment while TATA and MTNL are not doing so. 
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Table-13(b-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.448 
2.922 
2.604 
3.130 
1.985 
1.467 
F 
184.2467 
F Critical 
3.028589 
Comment 
Significant 
In question number 13 (b-3), respondents were asked to 
rate the company on the basis of credit facility extended 
by company. From the mean value Airtel is leading with a 
mean value of 3.448 which is followed by Idea at 3.130, 
Hutch is at third spot with a mean of 2.922 it is followed 
by Reliance (2.604), TATA (1.985), MTNL at 1.467 is 
last. Since mean values for Airtel and Idea are more than 
3.0 which suggest that the agreement is very high with 
this statement for these companies. In case of MTNL and 
TATA mean values are less than 2 which suggests that 
disagreement is high. Value of F is 184.24 while value of 
F-Critical is just 3.02; this clearly indicates that the 
difference between the companies is highly statistically 
significant. According to respondents Airtel and Idea 
provide best credit facility. While, in case of TATA and 
MTNL they are providing good credit facilities. 
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Table-13(b-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
IViean 
3.426 
2.956 
2.570 
3.044 
1.900 
1.556 
F 
158.6018 
F Critical 
3.028589 
Comment 
Significant 
In questions 13(b-4) respondents were asked to rate the 
companies on the basis of behaviour of the person 
responsible for collections. Airtel again is a clear leader 
with a mean value of 3.426, Idea is again at number two 
spot with 3.044 and is followed by Hutch, Reliance, 
TATA and MTNL respectively. MTNL again is the last 
with a mean value of 1..556. Agreement for Airtel and Idea 
is high as mean values are more than 3. While, for MTNL 
and TATA it is low as mean values for both is less than 2. 
This means according to respondents Airtel and Idea are 
best as far as behaviour of the person responsible for 
collection is concerned. On comparing F value, it is very 
clear that the difference among the companies is very 
large. Value of F Critical is 3.028 while value of F is 
158.60. This clearly shows that the difference among the 
companies is statistically significant. 
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Table-13(b-5) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.419 
2.822 
2.548 
3.000 
1.922 
1.493 
F 
163.4925 
F Critical 
3.028589 
Comment 
Significant 
In question number 13 (b-5), respondents were asked to 
rate the company on the basis of affectivity in resolving 
claims/incentive issues. From the mean values Airtel is 
leading with a mean value of 3.419 which is followed by 
Idea at 3.000, Hutch is at third spot with a mean of 2.822 
it is followed by Reliance (2.548), TATA (1.922), MTNL 
at 1.493 is last. Since mean values for Airtel and Idea are 
more than 3.0 which suggest that the agreement is very 
high with this statement for these companies. In case of 
MTNL and TATA mean values are less than 2 which 
suggests that disagreement is high. Value of F is 163.49 
while value of F-Critical is just 3.02; this clearly 
indicates that the difference between the companies is 
highly statistically significant. According to respondents 
Airtel and Idea are affective in resolving claims/incentive 
issues. While, in case of TATA and MTNL they are not 
affective in resolving claims/incentive issues. 
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Table-13(b-6) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.367 
2.844 
2.541 
2.904 
1.919 
1.504 
F 
154.8732 
F Critical 
3.028589 
Comment 
Significant 
In question 13 (b-6), respondents were asked to rate the 
time period given to make payment details, here also 
Airtel is clear leader with a mean of 3.367, which is 
followed by Idea (2.904), Hutch (2.844), Reliance 
(2.541). TATA (1.919) and MTNL is last here again with 
a mean of (1.504). From mean values is evident for Airtel, 
respondents are showing a very strong agreement as mean 
value for Airtel is more than 3.0, while for MTNL and 
TATA they are disagreeing as mean values are less than 2. 
Hence, it can be concluded that according to respondent's 
Airtel takes minimum time to make payment details. 
While, in case MTNL and TATA they take a lot of time to 
give payment details. As far as F value is concern it is 
154.87 while F-Critical is 3.02. Again the difference 
between F critical and F is large which suggest that the 
difference between the companies is statistically 
significant. 
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Table-13{b-7) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.307 
2.778 
2.515 
2.867 
1.870 
1.511 
F 
140.8279 
F Critical 
3.028589 
Comment 
Significant 
In question number 13 (b-7), respondents were asked to 
rate the company on the basis timeliness in producing the 
payment details. From the mean values Airtel is leading 
with a mean value of 3.307 which is followed by Idea at 
2.867, Hutch is at third spot with a mean of 2.778 it is 
followed by Reliance (2.515), TATA (1.870), MTNL at 
1.511 is last. Since mean values for Airtel is more than 
3.0 which suggest that the agreement is very high with 
this statement for Airtel. In case of MTNL and TATA 
mean values are less than 2 which suggests that 
disagreement is high. Value of F is 140.82 while value of 
F-Critical is just 3.02; this clearly indicates that the 
difference between the companies is highly statistically 
significant. According to respondents Airtel is affective 
in timely producing the payment details. While, in case of 
TATA and MTNL they take a lot of time in producing the 
payment details. 
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Table-13(b-8) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.289 
2.726 
2.441 
2.856 
1.856 
1.511 
F 
139.2532 
F Critical 
3.028589 
Comment 
Significant 
In questions 13(b-8) respondents were asked to rate the 
companies on the basis of relevant details available in 
Bills/invoices. Airtel again is a clear leader with a mean 
value of 3.289, Idea is again at number two spot with 
2.856 and is followed by Hutch, Reliance, TATA and 
MTNL respectively. MTNL again is the last with a mean 
value of 1.511. Agreement for Airtel is high as mean 
values is more than 3.2. While, for MTNL and TATA it is 
low as mean values for both is less than 2. This means 
according to respondents Airtel is the best as far as 
relevant details available in Bills/invoices is concerned. 
On comparing F value, it is very clear that the difference 
among the companies is very large. Value of F Critical is 
3.028 while value of F is 139.25. This clearly shows that 
the difference among the companies is statistically 
significant. 
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Table-13(e-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
2 
3 
4 
1 
5 
6 
Mean 
3.278 
2.719 
2.633 
3.333 
1.933 
1.578 
F 
161.8017 
F Critical 
3.028589 
Comment 
Significant 
In question 13 (e-2), respondents were asked to rate the 
advertising/schemes for the customers and support during 
the launches , here results are slightly different for this 
question Idea is the leader with a mean of 3.333, which is 
followed by Airtel (3.278), Hutch (2.719), Reliance 
(2.633). TATA (1.933) and MTNL is last here again with 
a mean of (1.578). From mean values is evident that mean 
values for Idea and Airtel are close to each other, 
agreement is almost same for both the companies, while 
for MTNL and TATA they are disagreeing as mean values 
are less than 2. Hence, it can be concluded that according 
to respondent's Idea and Airtel Provide Advertising 
support during launching. While, in case MTNL and 
TATA it is not so. As far as F value is concern it is 
161.80 while F-Critical is 3.02. Again the difference 
between F critical and F is large which suggest that the 
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difference between the companies is s ta t is t ical ly 
significant. 
Table-13(e-3) 
Service 
Providers 
AiRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.370 
2.915 
2.585 
3.093 
1.989 
1.459 
F 
169.8604 
F Critical 
3.028589 
Comment 
Significant 
In quest ion number 13 (e-3), respondents were asked to 
rate the availabil i ty of POP materials like sign boards and 
danglers . From the mean values Airtel is leading with a 
mean value of 3.370 which is followed by Idea at 3 .093, 
Hutch is at third spot with a mean of 2.915 it is followed 
by Reliance (2.585), TATA (1.989), MTNL at 1.459 is 
last. Since mean values for Airtel and Idea is more than 
3.0 which suggest that the agreement is very high with 
these companies for this statement. In case of MTNL and 
TATA mean values are less than 2 which suggests that 
disagreement is high. Value of F is 169.86 while value of 
F-Critical is just 3.02; this clearly indicates that the 
difference between the companies is highly s tat is t ical ly 
significant. According to respondents availabil i ty of POP 
materials like sign boards and danglers is high with Airtel 
and Idea. While, in case of TATA and MTNL avai labi l i ty 
of POP materials like sign boards and danglers is poor. 
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Table-13(e-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.407 
2.896 
2.589 
2.993 
1.937 
1.567 
F 
147.3559 
F Critical 
3.028589 
Comment 
Significant 
In quest ion number 13 (e-4) , respondents were asked to 
rate the affectivity of the shop display material . From the 
mean values Airtel is leading with a mean value of 3.407 
which is followed by Idea at 2.993, Hutch is at third spot 
with a mean of 2.896 it is followed by Reliance (2.589), 
TATA (1.937) , MTNL at 1.567 is last. Since mean values 
for Airtel is more than 3.0 which suggest that the 
agreement is very high with this company for this 
s tatement . In case of MTNL and TATA mean values are 
less than 2 which suggests that disagreement is high. 
Value of F is 147.35 while value of F-Critical is just 
3.02; this clearly indicates that the difference between the 
companies is highly statist ically significant. According to 
respondents Airtel has the most effective shop display 
mater ial . While, in case of TATA and MTNL affectivity 
of display material is poor. 
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Table-13{e-5) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.407 
2.870 
2.652 
2.993 
1.919 
1.467 
F 
170.9016 
F Critical 
3.028589 
Comment 
Significant 
In quest ion 13 (e-5) , respondents were asked to rate the 
effectiveness of the shop based material in terms of 
increasing sales, on analyzing the mean value it can be 
concluded that Airtel is the clear leader with a mean of 
3.407, which is followed by Idea (2.993), Hutch (2 .870) , 
Reliance (2 .652) . TATA (1.919) and MTNL is last here 
again with a mean of (1.467). From mean values is 
evident that agreement with Airtel is high as compared to 
other companies, while for MTNL and TATA they are 
disagreeing as mean values are less than 2. Hence, it can 
be concluded that according to respondent ' s Airtel is 
providing more effective shop based material in terms of 
increasing sales. While, in case MTNL and TATA display 
material is not that effective in increasing sales. As far as 
F value is concern it is 170.90 while F-Critical is 3.02. 
Again the difference between F critical and F is large 
which suggest that the difference between the companies 
is s tat is t ical ly significant. 
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Table-13(e-6) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.322 
2.815 
2.593 
2.874 
1.933 
1.559 
F 
134.4147 
F Critical 
3.028589 
Comment 
Significant 
In quest ions 13(e-6) respondents were asked to rate the 
companies on the basis of adequacy and quality of the 
shop based material like posters, danglers, s t ickers . Airtel 
again is a clear leader with a mean value of 3.322, Idea is 
again at number two spot with 2.874 and is followed by 
Hutch (2 .815) , Reliance, TATA and MTNL respect ively. 
MTNL again is the last with a mean value of 1.559. 
Agreement for Airtel is high as mean value is more than 
3. While, for MTNL and TATA it is low as mean values 
for both is less than 2. This means according to 
respondents Airtel has adequate and quality shop based 
material like posters , danglers, st ickers. In case of MTNL 
adequacy and quality both are missing. On comparing F 
value, it is very clear that the difference among the 
companies is very large. Value of F Critical is 3.028 
while value of F is 134.41. This clearly shows that the 
difference among the companies is s ta t is t ical ly 
significant. 
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Table-13(e-7) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.352 
2.841 
2.504 
2.904 
1.870 
1.507 
F 
156.7716 
F Critical 
3.028589 
Comment 
Significant 
In question 13 (e-7) , respondents were asked to rate the 
marketing support given by the company, on analyzing the 
mean value it can be concluded that Airtel is the clear 
leader with a mean of 3.352, which is follovv^ed by Idea 
(2.904), Hutch (2.841), Reliance (2.504). TATA (1.870) 
and MTNL is last here again with a mean of (1.507). From 
mean values is evident that agreement with Airtel is high 
as compared to other companies, while for MTNL and 
TATA they are disagreeing as mean values are less than 2. 
Hence, it can be concluded that according to respondent ' s 
Airtel is providing more effective marketing support. 
While, in case MTNL and TATA marketing support is 
poor. As far as F value is concern it is 156.77 while F-
Critical is 3.02. Again the difference between F critical 
and F is large which suggest that the difference between 
the companies is statist ically significant. 
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Table-13(e-8) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.385 
2.733 
2.426 
2.878 
1.826 
1.496 
F 
165.165 
F Critical 
3.028589 
Comment 
Significant 
In question 13 (e-8), respondents were asked to rate the 
companies on the basis of display preferences schemes for 
dealers, on analyzing the mean value it can be concluded 
that Airtel is the clear leader with a mean of 3.385, which 
is followed by Idea (2.878), Hutch (2.733), Reliance 
(2.426). TATA (1.826) and MTNL is last here again with 
a mean of (1.496). From mean values is evident that 
agreement with Airtel is high as compared to other 
companies. While for MTNL and TATA they are 
disagreeing as mean values are less than 2. Hence, it can 
be concluded that according to respondent's Airtel is 
providing more effective preferences schemes for 
dealers,. While, in case MTNL and TATA schemes for 
dealers, are not that effective. As far as F value is 
concern it is 165.16 while F-Critical is 3.02. Again the 
difference between F critical and F is large which suggest 
that the difference between the companies is statistically 
significant. 
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XIV QUALITY OF SERVICE AND BACKEND SUPPORT 
Table-14(a) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.648 
3.063 
2.444 
3.207 
1.800 
1.404 
F 
312.6956 
F Critical 
3.028589 
Comment 
Significant 
In segment XIV respondents were asked question on 
quality of advertising and merchandising. In question 14 
(a), respondents were asked to rate the quality of 
advertising and merchandising, here also Airtel is clear 
leader with a mean of 3.648, which is followed by Idea 
(3.207), Hutch (3.063), Reliance (2.444). TATA (1.800) 
and MTNL is last here again with a mean of (1.404). From 
mean values is evident for Airtel, Idea and Hutch 
respondents are showing a very strong agreement as mean 
value for all the companies are more than 3.0, while for 
MTNL and TATA they are disagreeing as mean values are 
less than 2. Hence, it can be concluded that according to 
respondent's quality of advertising and merchandising is 
good. While, in case MTNL and TATA overall quality of 
quality of advertising and merchandising is poor. As far 
as F value is concern it is 312.69 while F-Critical is 3.02. 
Again the difference between F critical and F is large 
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which suggest that the difference between the companies 
is s tat is t ical ly significant. 
XV HELP DESK FACILITY 
Table-15(b) 
Service 
Providers 
AiRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.637 
3.030 
2.333 
3.215 
1.789 
1.330 
F 
323.7892 
F Critical 
3.028589 
Comment 
Significant 
In segment XV respondents were asked question on help 
desk facil i ty. In question 15 (b), respondents were asked 
about the awareness that within customer care the 
company has created a separate help desk for helping out 
dealers / retai lers with their queries and concerns , here 
also Airtel is clear leader with a mean of 3.637, which is 
followed by Idea (3.215), Hutch (3.030), Reliance 
(2 .333) . TATA (1.789) and MTNL is last here again with 
a mean of (1.330). From mean values is evident for Airtel , 
Idea and Hutch respondents are showing a very strong 
agreement as mean value for all the companies are more 
than 3.0, while for MTNL and TATA they are disagreeing 
as mean values are less than 2. Hence, it can be 
concluded that according to respondent ' s awareness that 
within customer care the company has created a separate 
help desk for helping out dealers / retai lers with their 
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queries and concerns is more for these companies. While, 
in case MTNL and TATA overall awareness id very low, 
or it can be concluded that it has not been communicated 
properly. As far as F value is concern it is 323.78 while 
F-Critical is 3.02. Again the difference between F 
critical and F is large which suggest that the difference 
between the companies is statistically significant. 
Table-15(C-1) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.737 
3.015 
2.493 
3.626 
1.922 
1.433 
F 
317.8777 
F Critical 
3.028589 
Comment 
Significant 
In question 15 (c-1), respondents were asked to rate the 
companies on the basis of ease of getting through help 
desk number, on analyzing the mean value it can be 
concluded that Airtel is the clear leader with a mean of 
3.737, which is followed by Idea (3.626), Hutch (3.015), 
Reliance (2.493). TATA (1.922) and MTNL is last here 
again with a mean of (1.433). From mean values is 
evident that agreement with Airtel, Idea and Hutch is high 
as compared to other companies. While for MTNL and 
TATA they are disagreeing as mean values are less than 2. 
Hence, it can be concluded that according to respondent's 
ease of getting through help desk number is more in case 
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of Airtel, Idea and Hutch. While, in case MTNL and 
TATA it is not easy to get through help desk number. As 
far as F value is concern it is 317.87 while F-Critical is 
3.02. Again the difference between F critical and F is 
large which suggest that the difference between the 
companies is statistically significant. 
Table-15(C-2) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.296 
2.822 
2.633 
3.270 
1.907 
1.552 
F 
173.3848 
F Critical 
3.028589 
Comment 
Significant 
In question 15 (c-2), respondents were asked to rate the 
companies on the basis of ease of getting queries solved 
effectively, on analyzing the mean value it can be 
concluded that Airtel is the clear leader with a mean of 
3.296, which is followed by Idea (3.270), Hutch (2.822), 
Reliance (2.633). TATA (1.907) and MTNL is last here 
again with a mean of (1.552). From mean values is 
evident that agreement with Airtel and Idea is high as 
compared to other companies. While for MTNL and TATA 
they are disagreeing as mean values are less than 2. 
Hence, it can be concluded that according to respondent's 
ease of getting queries solved effectively in case of Airtel 
and Idea is more. While, in case MTNL and TATA it is 
not easy to get queries solved effectively. As far as F 
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value is concern it is 173.38 while F-Critical is 3.02. 
Again the difference between F critical and F is large 
which suggest that the difference between the companies 
is statistically significant. 
Table-15(C-3) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.359 
2.893 
2.559 
3.093 
1.974 
1.530 
F 
158.1554 
F Critical 
3.028589 
Comment 
Significant 
In question 15 (c-3), respondents were asked to rate the 
companies on the basis of ease of getting through help 
desk number, on analyzing the mean value it can be 
concluded that Airtel is the clear leader with a mean of 
3.296, which is followed by Idea (3.270), Hutch (2.822), 
Reliance (2.633). TATA (1.907) and MTNL is last here 
again with a mean of (1.552). From mean values is 
evident that agreement with Airtel and Idea is high as 
compared to other companies. While for MTNL and TATA 
they are disagreeing as mean values are less than 2. 
Hence, it can be concluded that according to respondent's 
ease of getting through help desk number is more in case 
of Airtel, Idea and Hutch. While, in case MTNL and 
TATA it is not easy to get through help desk number. As 
far as F value is concern it is 173.38 while F-Critical is 
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3.02. Again the difference between F critical and F is 
large which suggest that the difference between the 
companies is statistically significant. 
Table-15(0-4) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.470 
2.889 
2.607 
2.985 
1.893 
1.511 
F 
172.6509 
F Critical 
3.028589 
Comment 
Significant 
In question number 15 (c-4), respondents were asked to 
rate the empowerment of help desk executive. From the 
mean values Airtel is leading with a mean value of 3.470 
which is followed by Idea at 2.985, Hutch is at third spot 
with a mean of 2.889 it is followed by Reliance (2.607), 
TATA (1.893), MTNL at 1.511 is last. Since mean values 
for Airtel is more than 3.0 which suggest that the 
agreement is very high with this company for this 
statement. In case of MTNL and TATA mean values are 
less than 2 which suggests that disagreement is high. 
Value of F is 172.65 while value of F-Critical is just 
3.02; this clearly indicates that Help desk executives of 
Airtel are empowered; hence, they can resolve the matters 
easily and efficiently. While, in case of TATA and MTNL 
help desk executives are not empowered hence, this leads 
to delay in complaint solutions. 
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Table-15(C-5) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
Mean 
3.381 
2.874 
2.548 
3.037 
1.900 
1.493 
F 
168.424 
F Critical 
3.028589 
Comment 
Significant 
In question 15 (c-5), respondents were asked to rate the 
companies on the basis of information and clarification 
provided by the executives, on analyzing the mean value 
it can be concluded that Airtel is the clear leader with a 
mean of 3.381, which is followed by Idea (3.037), Hutch 
(2.874), Reliance (2.548). TATA (1.900) and MTNL is 
last here again with a mean of (1.493). From mean values 
is evident that agreement with Airtel and Idea is high as 
compared to other companies. While for MTNL and TATA 
they are disagreeing as mean values are less than 2. 
Hence, it can be concluded that according to respondent's 
information and clarification provided by the executives 
in case of Airtel and Idea is more. While, in case MTNL 
and TATA, information and clarification provided by the 
executives is not clear. As far as F value is concern it is 
168.42 while F-Critical is 3.02. Again the difference 
between F critical and F is large which suggest that the 
difference between the companies is statistically 
significant. 
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Table-15(C-6) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
1 
3 
4 
2 
5 
6 
IVIean 
3.389 
2.748 
2.485 
2.819 
1.856 
1.533 
F 
154.4223 
F Critical 
3.028589 
Comment 
Significant 
In question number 15 (c-6), respondents were asked to 
rate the time kept on hold during the conversation. From 
the mean values Airtel is leading with a mean value of 
3.389 which is followed by Idea at 2.819, Hutch is at 
third spot with a mean of 2.748 it is followed by Reliance 
(2.485), TATA (1.856), MTNL at 1.533 is last. Since 
mean values for Airtel is more than 3.0 which suggest that 
the agreement is very high with this company for this 
statement. In case of MTNL and TATA mean values are 
less than 2 which suggests that disagreement is high. 
Value of F is 154.42 while value of F-Critical is just 
3.02; this clearly indicates that Hold time is less in case 
of Airtel. While, in case of TATA and MTNL Hold time is 
high. 
XVI PAST EXPERIENCES 
Table-16(C) 
Service 
Providers Rank 
AIRTEL ! 1 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
3 
4 
2 
5 
6 
Mean 
3.689 
3.044 
2.415 
3.252 
1.789 
1.407 
F 
336.5265 
F Critical 
3.028589 
Comment 
Significant 
In segment XVI respondents were asked question on Past 
experience. In question 16 (c), respondents were asked 
about the Promptness in solving problems, here also 
Airtel is clear leader with a mean of 3.689, which is 
followed by Idea (3.252), Hutch (3.044), Reliance 
(2.415). TATA (1.789) and MTNL is last here again with 
a mean of (1.407). From mean values is evident for Airtel 
and Idea respondents are showing a very strong agreement 
as mean value for all the companies are more than 3.0, 
while for MTNL and TATA they are disagreeing as mean 
values are less than 2. Hence, it can be concluded that 
according to respondent's Promptness in solving problems 
is high with Airtel and Idea. While, in case MTNL and 
TATA overall Promptness in solving problems is low. As 
far as F value is concern it is 336.52 while F-Critical is 
3.02. Again the difference between F critical and F is 
large which suggest that the difference between the 
companies is statistically significant. 
Table-16(d) 
Service 
Providers 
AIRTEL 
HUTCH 
RELIANCE 
IDEA 
TATA 
MTNL 
Rank 
3 
6 
1 
4 
2 
5 
Mean 
1.304 
1.181 
1.567 
1.270 
1.363 
1.204 
F 
7.987574 
F Critical 
3.028589 
Comment 
Significant 
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In question number 16 (d), respondents were asked to rate 
the reoccurrence of problem. For this question results are 
different as compared to previous questions as lower the 
mean value better is the rating. From the mean values 
Reliance is leading with a mean value of 1.567 which is 
followed by TATA at 1.363, Airtel is at third spot with a 
mean of 1.304 it is followed by Idea (1.270), MTNL 
(1.204), Hutch at 1.181 is last. Since mean values for all 
the six companies is less than 2 it suggests that all 
respondents disagree with this statement that reoccurrence 
of problem takes place. If we analyze the mean value it 
can be concluded that reoccurrence chances are slightly 
more with Reliance as its mean is maximum, while they 
are minimum for Hutch as its mean value is the minimum. 
From mean value is can be concluded that reoccurrence of 
problem is minimum in case of all the six companies. 
Value of F is 7.98 while value of F-Critical is just 3.02. 
Hence, difference between the companies is statistically 
significant but this difference is not very high as 
compared to other questions. 
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Chapter-5 
Analysis-il 
Organization-Wise Regression 
This chapter presents the results of the multivariate 
regression analysis which has been carried out nature and 
magnitude of relationship between dependent and 
independent variables. 
Airtel: 
Model Sutnmaty 
Model 
1 
R 
.927^ 
R Square 
859 
Adjusted 
R Square 
.845 
Sid Error of 
the Estimate 
.1730 
Chanae Statistics 
R Square 
Change 
.859 
F Change 
65.242 
dfl 
23 
df2 
247 
Sig. F Change 
.000 
a. Predictors: (Constant). RECURREN. QIMAGE. RELOUTCO, COST, SWITCHOV, PROBSOLV. DEALINGS, QOINTERA, 
ADVERTIS. COMITMEN, INVOICIN, FUDEAL, ROI, PERF, VALUE. HELPDESK, BACKEND, DELIVERY, PROFITAB, INCEN1 
QOP, SPERSONN, TRADEPRO 
The Model summary table presented above depicts that the 
2 
R value for Airtel is 0.927 and R for Airtel is 0.845, 
standard error of the estimate is 0.1730 and F value is 
65.42. The overall the relationship of all variables with 
image is significant. The descriptive statistics for Airtel 
shows that for all variables which are positively worded 
the mean value vary from 3.30 to 3.69 on five point 
likert-type scale of 0-4. The higher means values signify 
the preference of respondents and hence benchmarking 
status for Airtel . The bar chart presented below also 
shows the posit ion of Airtel along side other major 
service providers . The variables where a lower mean 
means a better s tatus, Airtel has the average mean value 
of 1.08 on a scale of 0-4. Here again, Airtel shows 
leadership status in the market. 
Most Preferred Telecom Service Provider 
A 
V 
E 
R 
A 
G 
E 
S 
0 
0 
R 
E 
Airtel Hutch Relianceldea TATA MTNL 
Service Providers 
The descript ion shown in column-1 depicts the variables 
considered for the analysis . The Beta value presented in 
column-l l , t value is presented in column-V and the last 
column shows if the values and significant or 
insignificant at 0.05 levels. The multiple regression 
results calculate with the help of SPSS software where 
image was taken as a constant/ dependent variable and all 
other variables as independent variable. The result of the 
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analysis shows that for the statement on preference of 
company coefficient is found to be 5.408E-02, t value of 
1.530. The significance value of .127 is higher than 0.05. 
This shows that for Airtel, preference is not significantly 
related to image at 95 per cent confidence level. 
When we compare Return on investment with image the 
coefficient is 1.643E-02, t value is also smaller 0.561 and 
significance value of 0.575 is much higher than 0.05. For 
Airtel Return on investment is not contr ibut ing image 
building as such or image and ROI is not posit ively 
related. 
Coefficients 
Model 
1 (Constant) 
PERF 
ROI 
PROFIT 
COST 
QIMAGE 
VALUE 
OOP 
OUTCOMES 
CONTINUE 
COMITMEN 
QOINTERA 
SPERSON 
DELIVERY 
TRPROMOT 
SHAREDEL 
SWITCHOV 
INVOICIN 
INCENTIV 
ADVERTIS 
BACKEND 
HELPDESK 
PROBSOLV 
RECURREN 
Unstandardized 
Coefficients 
B 
-.122 
5.408E-02 
1.643E-02 
.300 
-1.46E-02 
-1.09E-02 
3,618E-02 
.190 
3.980E-03 
-1.95E-02 
3485E-02 
.108 
4.688E-02 
.243 
-1.67E-02 
-5.01 E-03 
1.959E-02 
-1.40E-02 
-3.52E-02 
6.643E-02 
-1.15E-02 
7.702E-02 
-5.29E-02 
-9.46E-03 
Std. En^or 
.155 
.035 
.029 
.055 
.018 
,031 
.037 
.060 
,022 
.034 
.034 
.033 
.073 
.063 
,070 
.036 
,013 
,031 
.063 
.042 
.043 
.054 
.038 
.016 
Standardi 
zed 
Coefficien 
ts 
Beta 
.067 
.023 
.300 
-.026 
-.014 
.042 
.181 
.014 
-.022 
.038 
.122 
.044 
.224 
-.017 
-.006 
.046 
-.018 
-.037 
.065 
-.013 
.071 
-.058 
-.019 
t 
-.784 
1,530 
.561 
5.496 
-.828 
-.351 
.990 
3.183 
.451 
-.680 
1.027 
3.249 
.644 
3.842 
-.238 
-.140 
1.540 
-.450 
-.560 
1.576 
-.271 
1.436 
-1.384 
-.591 
Sig. 
.434 
.127 
.575 
.000 
.409 
.726 
.323 
.002 
.652 
.563 
.306 
.001 
.520 
.000 
.812 
.888 
.125 
.653 
.576 
.116 
.787 
.152 
.168 
.555 
95% Confidence Interval for B 
Lower Bound 
-.428 
-.015 
-.041 
.193 
-.049 
-.072 
-.036 
.072 
-.034 
-.086 
-.032 
.043 
-.097 
.119 
-.155 
-.075 
-.005 
-.075 
-.159 
-.017 
-.096 
-.029 
-.128 
-.041 
Upper Bound 
.184 
.124 
.074 
.408 
.020 
.050 
.108 
.307 
.054 
.047 
.102 
.174 
.190 
.358 
.122 
.065 
.045 
.047 
.089 
.149 
.073 
.183 
.022 
.022 
Collinearitv Stalls ; s 
Tolerance 
.303 
.354 
.192 
.589 
.375 
.311 
.177 
.629 
.382 
.415 
,403 
.123 
.169 
.113 
.306 
.632 
.346 
.130 
.332 
.248 
.234 
.330 
.554 
Vli 
3 )3 
2 !8 
5 18 
1 18 
2 i9 
3 17 
5 16 
1 19 
2 , 6 
2 1 19 
2 1-12 
8 '5 
5 >\2 
8 ' i7 
3 i3 
1 12 
2 18 
7 4 
3 18 
4 11 
4 '8 
3 !8 
1 )6 
a Dependent Variable: IMAGE 
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When we compare Return on investment with image the 
coefficient is 1.643E-02, t value is also smaller 0.561 and 
significance value of 0.575 is much higher than 0.05. For 
Airtel Return on investment is not contr ibut ing image 
building as such or image and ROI is not posi t ively 
related. 
The profi tabil i ty figures, that is the revenue earned 
compared to investment seem to have significant values . 
The slope here is 0.300, t value 5.496 and significance 
0.000. This shows that profitability contr ibutes to image 
building. Higher the profit earned by the retai lers more 
posit ive is the image and vice-versa. 
For the cost in dealing with different service providers , 
the lower the mean value the better it is for the 
re la t ionship. The mean value here for the variable cost is 
2.5129, coefficient is -1.46E-02, t vale -.828 and 
significance value .409. These values are substant ial ly 
lower but not significant when compared to the image. A 
still lower cost of dealing is desired by the respondents . 
Quality image refers to the actual quality of goods and 
services provided by the telecom operators. Here in Airtel 
has a mean value of 3.6052 which is substantial ly higher. 
However, the regression table above shows that 
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coefficient is -1.09E-02, t value -0.351 does not portray 
the image enjoyed by the Airtel. The products are 
statistically much inferior to the image it enjoyed. 
The statement of value that respondents get for the 
product/service, the mean value is 3.6162, slope 3.618E-
02; t value 0.990 and significance 0.323 shows that for 
Airtel value of product or service are not in line with the 
image. 
The respondents were asked to rate the quality of 
company personnel. Those who really matter in the 
relationship management in telecom service organizations. 
It is found that the mean value for this question is 3.4753; 
coefficient of 0.190, t value is substantially higher 3.183 
and significance 0.002. The relationship between image 
and quality of personnel is significantly related. 
When it comes to recommending a service provider to the 
customer by the retailers, they seem to avoid as the mean 
value for this question is 3.6568 a high value on a scale 
of 0-4. However, the coefficient is 9.980E-03, t value 
0.451 and significance .652. This shows that image and 
recommendation as relationship outcome is not 
significantly related. In fact it is other way round. 
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Question 8 (c) was related to exploring the possibil i ty of 
dealing with the same company between two to five years. 
The image does not seem to affect this decision as no 
significant relat ionship can be gauged from the figures 
present in the tables above. The mean value for this 
question is 3.6550. However, the coefficient is 1.95'° , 
there is negative t value of -.580 and significance value 
of .563. Perhaps intention to continue in future with the 
same organizat ion is unimportant based on image. 
On the commitment section, respondents were asked to 
state their feelings about product and service. An 
important element in the image building exercise as felt 
by Gronroos (1983). It is found that for Airtel mean score 
is 2.7811 on a scale of 0-4. The coefficient is 3.485E-02, 
t value is 1.027 and significance value of 0.306. It can be 
ascertained from the above that image and commitment 
are not significantly. One thing may be noted that the 
same value would be significant if we take first and third 
statement into consideration as third statement asks about 
switching over; a negative statement. Where reverse 
scoring was done by the respondents. 
On the front of quality of interaction with the dis t r ibutors 
Sales Execut ives/FOS, The mean score is found to be 
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3.4014, coefficient 0.108, t value of 3.249. The 
significance value 0.001 is smaller than alpha 0.05. 
Therefore, it can be said on the basis of analysis shown 
above that relationship between qualities of interaction 
with FOS is significantly related to image. 
In question 11(a) respondents were asked to rate the 
quality of interaction with company sales personnel. Here 
the mean value is found to be 3.4436, coefficient 4.688E-
02, t value 0.644 and significance value of 0.520 shows 
an insignificant relationship. This is contrary to the 
expectation that a company sales person's interaction 
should lead to image building. 
In the second part of question 11 that is 11(d) respondents 
were asked to rate the quality of Ordering and delivery. 
The mean score for this question is 3.4428, coefficient of 
0.243, t value of 3.842 and significance value of 0.000. 
These values are suggestive of a strong and significant 
relationship between ordering and delivery with image. 
That is a company having good order and delivery system 
would create a good image in the mind of customers. 
On Trade promotion Schemes, there were eight statements 
(individual statement's analysis can be seen in chapter-4) 
and an average of the statement was taken up for 
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calculation. It is found that mean value for this question 
is 3.4178, coefficient -1.67E-02, t value id -0.238 and 
significance of 0.812. This shows an adverse relationship 
as most companies perhaps do not provide trade 
promotion schemes or are careless about it. 
The respondents do not expect an increase in share of 
dealings from Airtel as can be gauged from the figures of 
the analysis; the Beta value of -0.501E-03, t value of -
0.140 and significance value of 0.888. These figures are 
indicative of a non significant relationship between share 
of dealings and image. 
The respondents do not wish to switchover to another 
company. The analysis above shows that mean value for 
this question is 1.4354, slope 1.959E-02, t value 1.540 
and significance of 0.125. The relationship between image 
and possibilities are not significantly related. 
Sections-XlII, question 13(a), contains statement on 
quality of invoicing. For Airtel the mean value is 3.6199, 
coefficient -1.40E-02, t value -0.450 and significance 
0.653 show that quality of invoicing is not significantly 
related to image of the organization. Similarly, for the 
values are lower than the significance value at 0.05. 
There for incentive too, is not significantly related to 
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image. In other words, respondents do not give 
importance to incentive as a contributor of image. 
Advertising and merchandising seem to be closely 
associated to image building. However, in case of Airtel 
the mean value is 3.4289, coefficient 6.643E-02, t value 
of 1.576 and significance value of 0.116. The values 
might have been significant at 90% but s tat is t ical ly it is 
not significant at alpha 0.05. Advert is ing and 
merchandising is an important element. 
For backend support as a backup service the scores as 
shown in tables are mean 3.6494, coefficient -1 .16E-02, t 
value of -0 .271 , significance value of 7.87. Stat is t ical ly , 
Back end support is not significantly related to image of 
the organizat ion. 
Airtel seem to be ready to solve c l ien t s ' problem 
promptly which can be noted from the mean value of 
3.6900, coefficient -5.29E-02, t value of -1.384 and 
significance value of 0.168. These values are found to be 
non significant at 95 %. However, the values are closer to 
significant relat ionship at 90% level of s ignif icance. 
For the last statement of the quest ionnaire the values are 
recorded against the recurrence of problem. In this case 
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lower the mean better is the posit ion. Airtel has a mean 
value of 1.3026, coefficient -9.46E-02, t value -.591 and 
coefficient 0.555. This shows that Airtel has less 
recurrence of problem as indicated by the mean but the 
other values are not suggestive of significant re la t ionship . 
Thus it can be said that the statistical figures show an 
overall posi t ive relat ionship between variables studied 
and image. However, on individual variables the results 
are significant for some and far from significant for a 
large number of var iables . 
HUTCH 
This section presents the results of statist ical analysis for 
Hutch. The multiple regression analysis was carried out 
using SPSS. For the analysis , Image has been taken as 
dependent and other variables as independent. 
Mode 
1 
R 
.909^ 
^ Square 
.827 
Adjusted 
R Square 
.811 
Model Summary 
>td. Error o 
16 Estimat( 
.1846 
Change Statistics 
I Square 
Change 
.827 
• Change 
51.215 
dfl 
23 
df2 
247 
ig. F Chang 
.000 
aPredictors: (Constant), RECURREN, CONTINUE, COST, BACKEND, INVOICIN, SWITC 
PROBSOLV, INTERACT, VALUE, QIMAGE, SHARE, ADVERTIS, PREF, QOPERS, PR( 
ORDERDEL, PROMO, SALESPER 
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The Model summary presented above shows that R value 
for Hutch is 0.909, ^^'=0.827 F value of 51.215. These 
values signify that the relat ionship between dependent 
variable and independent variables are significant. That is 
the value of 0.81 l o r S l . 10%. This value is closer to 1. 
Therefore it can be said that at 0.05 levels the 
relat ionship is stat ist ically significant. 
The coefficients table shown below depicts the results of 
analysis var iable-wise. ; the mean value for preference is 
3.0443 which is a high value on a five point scale of 0-4. 
Overall , Hutch stands at number three in the ranking done 
by the respondents in terms of preferred organizat ions . 
The coefficient for Preference is 5.551E-02, t value 
stands at 1.463 and significance value at 0.145. These 
values are indicative of a non significant re la t ionship 
between preference of the organization and image of the 
organizat ion. However, closer looks at the values show 
that t is high and significance value of 0.145 is closer to 
the crit ical value. Hence, it can be said that preference 
does have an impact on the image though mildly. 
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Coefficients* 
Model 
1 (Constant) 
PREF 
ROI 
PROFITAB 
COST 
QIMAGE 
VALUE 
GOFERS 
OUTCOMES 
CONTINUE 
COMITMEN 
INTERACT 
SALESPER 
ORDERDEL 
PROMO 
SHARE 
SWITCH 
INVOICIN 
CLAIMS 
ADVERTIS 
BACKEND 
HELPDESK 
PROBSOLV 
RECURREN 
Unstandardized 
Coefficients 
B 
-9.66E-02 
5.551 E-02 
3.945E-02 
.115 
-4.16E-03 
-4.20E-02 
-9.01 E-03 
5.313E-02 
4.434E-02 
1.859E-02 
8.429E-02 
8.428E-02 
.203 
.246 
8.291 E-02 
-6.80E-02 
-2.28E-02 
-1.68E-02 
3.391 E-02 
7.368E-02 
2.320E-04 
1.363E-02 
1.924E-02 
5.573E-03 
Std. Error 
.118 
.038 
.031 
.056 
.018 
.038 
.035 
.057 
.027 
.041 
.037 
.034 
.072 
.064 
.063 
.034 
.019 
.032 
.061 
.052 
.032 
.056 
.035 
.027 
Standard! 
zed 
Coefficien 
ts 
Beta 
.067 
.049 
.113 
-.007 
-.052 
-.011 
.052 
.063 
.020 
.082 
.096 
.198 
.249 
.087 
-.086 
-.040 
-.022 
.037 
.075 
.000 
.014 
.023 
.007 
t 
-.817 
1.463 
1.274 
2.059 
-.235 
-1.119 
-.254 
.940 
1.654 
.449 
2.303 
2.459 
2.826 
3.833 
1.315 
-1.989 
-1.199 
-.531 
.559 
1.426 
.007 
.244 
.546 
.206 
Sig. 
.415 
.145 
.204 
.041 
.815 
.264 
.800 
.348 
.099 
.654 
.022 
.015 
.005 
.000 
.190 
.048 
.232 
.596 
.577 
.155 
.994 
.807 
.585 
.837 
3' Dependent Variable: IMAGE 
The mean value for Return on Investment (ROI) is 2 .9908. 
The coefficient is 3.945E-02, t value of 1.274 and 
significance value of .204. This again is s tat is t ical ly 
insignificant. The values are closer to the significant 
value where it could have been concluded that 
relat ionship between image and ROI are significant. 
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For Profi tabil i ty the mean value is 2.9151 which is closer 
to four and just i f ies that standing of the organizat ion. The 
coefficient value is 0.115, t value of 2.059 and 
significance value of 0.041 which is less than the critical 
value 0.05 therefore the relationship between profi tabil i ty 
and image are significant. This variable was also found 
significant for Airtel . Thus it can be assumed that 
profi tabil i ty has a contribution to make as far as image is 
concerned. 
Cost as a variable is having a negative connotat ion. That 
is lower the cost or mean value better it is for the 
re ta i lers . The mean value for cost is 2.9077 which are 
high compared to Airtel . The coefficient is -4 .16E-03 , t 
value is -0.235 and significance value is 0.815. Hence it 
can be concluded that there is no significant re lat ionship 
between image and cost of dealings. 
Var iable-5 , measured the overall quality of product and 
services . The mean value of quality image for Hutch is 
3.0185, which high on a scale of 0-4. The coefficient 
value is -4.20E-02, t value is -1.119 and significance 
value is .264. Since the significance value is greater than 
0.05, it is s tat is t ical ly not significant. Thus it can be said 
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that quality image is not significantly related to image for 
Hutch. 
The assessment of product value customer gets is being 
done in Vl-Value. For this variable Hutch has a mean 
value of 3.0554. An agreement is shown by the 
respondents for getting value from Hutch products . 
However, the coefficient is -9 .01E-03, t value is -0.254 
and significance value is 0.800. These values are higher 
and significance value is higher than 0.05. Therefore it 
can be concluded that value is not significantly related to 
image or in other words image is not dependent on value 
of product and service for Hutch. 
For question 7, quality of personnel, the mean value of 
Hutch is 2.9077 which are slightly lower compared to 
other values. The coefficient is 5.313E-02, t value is 
0.940 and significance value is 0.348. Stat is t ical ly, for 
Hutch quality of personnel is not significantly relate to 
image. 
For Relat ionship outcomes; the eight var iable , the 
respondents were asked to rate the l ikelihood of 
recommending a brand. The mean value for this variable 
is 3.0923. This is suggestive of a high place in the minds 
of the respondents . The coefficient is 4 .434E-02, t value 
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is 1.654 and significance value is 0.099. Statistically, the 
relationship is not significant at 95%. However, it would 
be significant at 90%. This is suggestive of a closer 
relationship between recommendation by the respondents 
does have a bearing on the image of the service provider. 
The respondents were further asked to rate the possibility 
of continuing with the same service provider for 2-5 
years. The mean value for this question is 3.0517, SD 
0.4484. The coefficient is 1.859E-02, t value is 0.449 and 
significance value is 0.654. Hence, we assume that 
statistically, the relationship between continuity of 
dealing and image is not significantly related. 
Respondents were asked to rate their feelings; that is 
commitment towards the service providers. Here, the mean 
value is 2.4354, SD 0.4116. The coefficient is 8.429E-02, 
t value is 2.303 and significance value is 0.022. Since the 
t value is higher and significance value is lower than .05. 
Therefore, statistically, the relationship between 
commitment and image is significant at 95%. Commitment 
has a positive relationship with image of the organization. 
The interaction with Sales executives/Feet on Street 
(FOS) has a mean value of 2.9230 and SD of 0.4821. The t 
value is 2.459, coefficient is 8.428E-02. The significance 
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value is lower than .05 of t value the relationship is 
highly significant at 95%. The quality of interaction of 
sales executives/FOS has significant relationship with 
image. 
Quality of interaction with Company Sales Personnel has 
been examined in question 11. The mean value is found to 
be 2.8967, SD is 0.4135. The mean shows that the 
respondents mildly agree with the statement for Hutch. 
The t value is 2.826 and significance value is lower than 
0.05 and coefficient is 0.203. These values are suggestive 
of a significant positive relationship between interaction 
with Company sales Personnel and image of the 
organization. 
The quality of ordering and delivery has a mean value of 
2.8687, t value of 3.833, coefficient of 0.246. This 
signifies that relationship highly significant at 95% 
confidence level. Ordering and Delivery is positively 
related to image. 
The respondents were further asked to rate the quality of 
Trade Promotion Schemes. The mean value for this 
variable is 2.8639, t value is 1.3 1 Scoeffcient is 8.291E-02 
and significance value is higher than 0.05, therefore 
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stat is t ical ly the relat ionship between Trade promotion and 
image is not significantly related in case of Hutch. 
The respondents strongly feel that their share of dealings 
is likely to increase in future. The mean value for this 
question is 3 .0701, SD is 0.5363. These values are high 
and places Hutch in the third position in the eyes of 
respondents . The coefficients for this question is -6.80E-
02, t value is -1.989 and significance value is lower than 
0.05. Therefore, it can be concluded that s ta t is t ical ly , 
share of dealings has positive relat ionship with image of 
the organizat ion. 
The respondents were further asked in question 12(b) 
regarding possibi l i t ies of switching over to another 
service provider in case of better offer. The mean value 
for this question is 1.2989. This signifies at tachment of 
the respondents with the present supplier. However, 
coefficient value is -2.28E-02, t value is -1.199. These 
values are quite lower but not significant at 0.05. Hence 
stat is t ical ly, the relationship between possibi l i t ies of 
switching over to another company and image is not 
significantly related. That is retailers would prefer to 
continue with the present organization. 
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For question number 13 (a) quality of invoicing, the mean 
value is 3.0332 and SD is 0.5601. The coefficient is -
1.68E-02, t value is -.531 and significance value is .596 
which is higher than .05. Therefore, relationship between 
invoicing and image is not significant. Similarly, for 
question 13(b), claims and incentive settlement, the mean 
value is 2.8349, SD is 0.4634, t value is 0.559, 
coefficient is 3.391E-02 and significance value is higher 
than .05 of t value therefore the relationship can not be 
said to be significantly related. 
Question 13(d) and (e) pertains to Advertising and 
Merchandising. The mean value for this question is 
2.8827 and SD value is .4322. The coefficient is 7.368E-
02, t value is 1.426. The significance value is higher than 
0.05. Therefore, it can be concluded that relationship 
between advertising and image is not significantly related 
for Hutch. 
For the Backend support the mean value is found to be 
3.0627, coefficient is 2.320E-04, t value is .007 and 
significance value is higher than .05. This signifies that 
backend support has no relationship with image in this 
case. In case of Help Desk also the mean value is 2.8967, 
t value is .244, coefficient is 1.363E-02 and significance 
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value is .807. These values suggest that re lat ionship 
between Help Desk and image are not significantly 
related. 
For question 16, the respondents were asked to rate the 
promptness with which problem was solved by the 
organizat ion. The mean value for this question is 3.0443, 
coefficient is I .944E-02, t value is .546 and significance 
value is higher than .05. Therefore s ta t is t ical ly the 
re la t ionship between problem solving has no bearing on 
the image. 
The last question was asked regarding recurrence of 
problem. The mean here is 1.1808. Coefficient is 5.573E-
03, t value is .206 and significance value of .837 is higher 
than .05 of t. therefore it is concluded that relat ionship 
between recurrence and image is adversely related. This 
signifies that recurrence of problem is less in case of 
Hutch. 
IDEA 
This section presents the results of statistical analysis for 
Idea. The multiple regression analysis was carried out 
using SPSS. For the analysis, Image has been taken as 
dependent and other variables as independent. 
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Model Sumrrfery 
Mod 
^djustectd. Error I 
R [SquartSquane Estima 
Squar 
:hange 
Change Statistics 
Chang df1 df2 }. F Chan 
urbi i-V 
atS' 11 
1 919^  .845 .830 .1783 .845 58.430 23 247 .000 1.9)7 
apredictors: (Constant), RECURREN, COIVIITMEN, COST, INVOICIN, SWITC I, I 
BACKEND, OUTCOMES, PREFEREN, CLAIMS, VALUE, HELPDESK, PRO IT 
ADVERTIS 
bOependent Variable: IMAGE 
The Model summary presented above shows that R value 
2 
for Idea is 0.919, ^ is 0.845, F value is 58.430. These 
values signify that the relationship between dependent 
variable and independent variables are significant. That is 
the ^ value of 0.845 shows that 84.50% respondents are 
in favour of Idea. This value is closer to I. Therefore it 
can be said that at 0.05 levels the relationship is 
statistically significant. 
The coefficients table appended below depicts the results 
of analysis variable-wise.; the mean value for preference 
is 3.1476 which is a high value on a five point scale of 0-
4. Overall, Idea stands at number two in the ranking done 
by the respondents in terms of preferred organizations. 
The coefficient for Preference is 0.117, t value stands at 
4.102. These values are indicative of a highly significant 
relationship between preference of the respondents and 
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image of the organization. The preference of Idea as a 
service provider is adequately reflected in the Image of 
the organization. This result is unlike Airtel-the 
benchmarking organization and Hutch the third placed 
organization. 
Coefficients ' 
Model 
1 (Constant) 
PREF 
RO) 
PROFIT 
COST 
QIMAGE 
VALUE 
QOPERS 
OUTCOMES 
CONTINUE 
COMITMEN 
QOINTER 
SPERSON 
DELIVERY 
TRPROMOT 
SHARE 
SWITCH 
INVOI 
CLAIMS 
ADVERT 
BACKEND 
HELPDESK 
PROBSOLV 
RECURREN 
Unstandardized 
Coefficients 
B 
-8.62E-02 
.117 
-4.98E-02 
.160 
-3.34E-02 
5.188E-02 
1.386E-02 
.223 
-4.56E-03 
3.479E-02 
5.663E-02 
2.307E-02 
.272 
5.867E-03 
-3.99E-02 
3.510E-03 
-4.39E-04 
-3.08E-02 
.110 
-3.57E-02 
-1.37E-02 
.161 
-3.32E-02 
4.415E-02 
Std. Error 
.129 
.029 
.024 
,046 
.019 
.024 
.027 
.049 
.023 
.025 
.026 
.038 
.055 
.059 
.059 
.025 
.015 
.025 
.063 
.099 
.024 
.056 
.026 
,019 
Standard! 
zed 
Coefficlen 
ts 
Beta 
.171 
-.073 
.167 
-.047 
.081 
.022 
.229 
-.008 
.053 
.070 
.025 
.264 
.006 
-.043 
,005 
-.001 
-.048 
.117 
-.034 
-.022 
.163 
-.048 
.066 
t 
-.666 
4.102 
-2.045 
3.454 
-1.800 
2.163 
.518 
4,525 
-.202 
1.408 
2.214 
.615 
4.928 
.099 
-.673 
.140 
-.030 
-1.209 
1.609 
-.362 
-.578 
2.892 
-1.265 
2.293 
Sig. 
.506 
.000 
.042 
.001 
.073 
.031 
.605 
.000 
.840 
.161 
.028 
.539 
.000 
.921 
.502 
.889 
.976 
.228 
.109 
.718 
.564 
.004 
.207 
.023 
a. Dependent Variable: IMAGE 
For the second variable Return on Investment (ROI), the 
mean value is 3.1144, t value is -2.045 and coefficient is 
-4.98E-02 (-4.98 ten to the power minus zero two). At 
alpha 0.05 the values are showing significant relationship 
between ROI and Image. That is if Return on Investment 
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is higher the image of the organization will also of high 
in the mind of the respondents. 
The third variable "Profi tabi l i ty" has a mean value of 
3 .1181, t value is 3.454 and coefficient is 0.160. These 
values show that at alpha 0.05, the relat ionship between 
independent variable profitabili ty and dependent variable 
image are significant. That is higher profi tabil i ty of Idea 
retai lers are having a contribution in the image of Idea. 
The cost of dealing with Idea seems to be lower than the 
two immediate competitors and the same is reflected in 
the image of the organization. The mean value for cost of 
dealing with Idea is 2.6717, t value is -1 .800, and 
coefficient is -3.34E-02. The significance value of 0.073 
is less than 0.05 of t value; therefore, s ta t is t ical ly , the 
relat ionship between cost of dealing with Idea and Image 
of Idea is significantly related. 
Qualit}' Image refers to the overall quality of product and 
services provided by the telecom service providers . Here 
the mean value for Idea 's Quality Image is 3.2066, t value 
is 2 .163, and coefficient value is 5.188E-02. The 
significance value of 0.03 is less tan .05 of t value 
therefore; stat ist ically relationship between Quality Image 
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and Image is significant. This signifies that Quality Image 
has a direct bearing on the Image of the service provider. 
In quest ion-6 respondents were asked to rate the value of 
product and service they get from the service providers . 
The mean for value of Idea is 3.1956 which lower than the 
mean value of Airtel but higher than the value score of 
Hutch. The t value for Idea in this case is 0.528; 
coefficient is 1.386E-02 and significance value of 0.605. 
These values are suggestive of a non significant 
re lat ionship between value customers get and image of the 
organizat ion. 
The seventh variable pertains to Quality of Personnel . The 
respondents were asked to rate the quality of Company 
personnel on a five point scale of 0-4. The mean score for 
Idea on this variable is 3.1624, t value is 4 .525, and 
coefficient is 0.223. These values suggest that 
re la t ionship between Quality of Company Personnel and 
Company Image is significant at alpha 0.05. 
In question 8(a), the respondents were asked to rate the 
organizat ion they would recommend to the customers . The 
mean score for this variable is 3.1993, t value is 
0.202, coefficient is -4.56E-03 and significance value of 
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0.840. These values suggest that the re la t ionship between 
relat ionship outcomes and image is not significant. 
Through Question 8(d) respondents were asked to state 
the possibi l i t ies of continued dealings with future that for 
a period of 2-5 years . The mean score for this variable is 
3.1993, t value is 1.408, coefficient is 3.479E-02 and 
significance value is 0 .161. These values are indicat ive of 
a non significant relat ionship between continuity in future 
and image of the organization. 
In question 9(a) respondents were asked to rate their 
commitment. How did they feel about product and service 
of different service providers? The mean score for this 
question is 2.4077. The t value is 2.214, coefficient is 
5.663E-02 and significance value is 0.028. These values 
demonstrate that at alpha 0.05, the relat ionship between 
commitment and image are significant. That is if 
respondents feel positive about the product and service 
the image will also be positive and vice versa. 
Quest ion-10 dealt with the Process Areas. Here the 
respondents had to rate the quality of interaction they had 
with the Sales Executive or FOS. The mean score for this 
variable is 2.8613, coefficient is 2.307E-02, t value is 
0.615 and significance value is 0.539. These values 
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suggest a non significant relat ionship between interact ion 
with FOS and image of the organization. 
The analysis of XI-Quality of Company Sales Personnel , 
where quest ions were asked about different aspects of 
interaction between retai lers and company sales personnel 
shows that mean score is 3.1287, t value is 4 .928, and 
coefficient is 0.272. This signifies that relat ionship 
between interact ions of company sales personnel and 
image is significant at alpha 0.05. 
Question-1 l(d and (e) presents the measurement of 
quality of ordering and delivery. The mean score for this 
variable is 3 .1381, coefficient is 5 .867E-03, t value is 
.099 and significance value is 0 .921. These values are 
showing that the relationship between ordering/del ivery 
and image not significant. 
For the quality of trade promotion schemes, the mean 
score is 3.1119, coefficient value is -3 .99E02, t value is -
0.673 and significance value is 0.502. These values 
suggest that relationship between trade promotion 
schemes and image is not significant. 
In question 12(a) respondents were asked to state the 
possibi l i t ies of increase in share of deal ings. The 
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regression analysis results shows a mean score of 3.2620, 
t value of 0.140, coefficient value of 3.510E-02 and 
signif icance value of 0.889. These values are suggestive 
of a non significant relationship between share of 
deal ings and image of the organization. 
The respondents were further asked in question 12(b), if 
they would switch over to another organization in case of 
a better offer made by them. The mean score for this 
s tatement is 1.4022, coefficient value is -4 .39E-04, t 
value is -0.030 and significance value is 0.976. Here the 
relat ionship can not be said to be significant. However, 
there is less likelihood of switchover by retai lers to 
another organizat ion. 
In question 13(a), respondents were asked to rate the 
quality of invoicing. The mean score for this question is 
3.1993, t value is -1.209, coefficient is -3.08E-02 and 
significance value is 0.228. These values are suggestive 
of a non significant relationship between quality of 
invoicing and image of the organization. 
In question 13(b), respondents were asked to rate the 
quality of claims set t lements. The mean score for this 
question is 3.1993, t value is 1.609 and coefficient is .1 10 
and significance value is 0.109. These values are not 
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showing a significant relationship between claim 
set t lement and image. However, the values are close to 
significant relat ionship at alpha 0.05 and would be 
significant at 90% confidence level. 
On the quality of advertising respondents were asked to 
state their percept ions . The mean score for this question 
is 3.0982, t value is -0.362 and coefficient value is -
3.57E-02. These values suggest that for Idea there in no 
significant relat ionship between Advertising and Image. 
Quest ion-14 shows the results of quality of back end 
support . The mean score for this variable is 3.2103, t 
value is -0.578 and coefficient is -1.37E-02. Based on the 
analysis of these figures it can be said that relat ionship 
between backend support and image is not significant. 
It seems that helpdesks facilities play a vital role in Idea 
cellular services. The mean score for this variable is 
found to be 3.1518, t value is 2.892, coefficient value is 
0.161 and significance value is 0.004. These values are 
suggestive of a significant relationship between image 
and helpdesk facil i t ies. 
The respondents were asked to state their feelings on 
problems they might have faced in the relat ionship with 
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the organizat ion. It is notes worthy that mean score here 
is 3.2546, t value is -1 .265, coefficient is -3 .32E-02, 
s ignif icance value is .207. These values suggest that there 
is no significant relat ionship between problem in 
re la t ionship and image. 
The last question asked pertained to recurrence of 
problem. The mean score here is 1.2694, t value is 2 .293, 
coefficient is 4.415E-02 and significance value is 0.023. ^ 
These values show that there is significant re la t ionship 
between recurrence of problem and image of Idea. 
RELIANCE 
This section presents the results of statist ical analysis for 
Reliance. The multiple regression analysis was carried out 
using SPSS. For the analysis, Image has been taken as 
dependent variable and other variables as independent . 
Model Summary 
Model 
1 
R 
.898= 
R Square 
,806 
Adjusted 
R Square 
.788 
Std. Error of 
the Estimate 
.1677 
Chanqe Statistics 
R Square 
Change 
.806 
F Change 
44.722 
df1 
23 
df2 
247 
Sig. F Change 
.000 
a Predictors: (Constant), RECURREN, HELPDESK. COST, INVOICIN, COMITMEN. OUTCOMES, SWITCHOV, SHARE 
PREFEREN, PROBSOLV, BACKEND, QIMAGE, QOINTERA, CONTINUI, TRPROMOT, ROI, VALUE, PROFIT, DELI' 
CLAIMS, QOPERSON, SPERSON, ADVERTIS 
The Model summary presented above shows that R value 
for Reliance is 0.898 R =0.806; Std. Error of the est imate 
is 0.788, F value of 44.722. These values signify that the 
re la t ionship between dependent variable and independent 
variables are significant. That is the value of 0.806 
or80.60%. This value is closer to 1. Therefore it can be 
said that at 0.05 levels the relat ionship is s tat is t ical ly 
significant. 
The coefficients table shown below depicts the results of 
analysis var iable-wise . ; the mean value for preference is 
2.3542 which is a high value on a five point scale of 0-4. 
Overal l , Reliance stands at number four in the ranking 
done by the respondents in terms of preferred 
.Q-02 
organizat ions . The coefficient for Preference is~^-^^ , t 
value stands at -0.593 and significance value at 0.554. 
These values are indicative of a non significant 
re lat ionship between preference of the organization and 
image of the organizat ion. 
The measurement of Return on Investment (ROl) against 
monetary investment made was examined for Reliance. 
The mean score of ROl was found to be 2.0738, 
coefficient is~ '-40 ^ t value is -0 .593, and significance 
value is 0.604. These values are suggestive of a non 
significant relat ionship between ROl and Image. 
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Coefficient^ 
IVIodel 
1 (Constant) 
PREFEREN 
ROl 
PROFIT 
COST 
QIMAGE 
VALUE 
QOPERSON 
OUTCOMES 
CONTINUI 
COMITMEN 
QOINTERA 
SPERSON 
DELIVERY 
TRPROMOT 
SHAREDEL 
SWITCHOV 
INVOICIN 
CLAIMS 
ADVERTIS 
BACKEND 
HELPDESK 
PROBSOLV 
RECURREN 
Unstandardized 
Coefficients 
8 
5.182E-02 
-1.41E-02 
-1.40E-02 
;110 
2.382E-02 
-8.50E-05 
3.116E-02 
.129 
1.157E-02 
-2.94E-02 
5.726E-02 
.133 
.152 
5.131 E-02 
2.464E-02 
1.725E-02 
7.905E-03 
-4.92E-02 
1.139E-02 
.261 
5.529E-03 
3.430E-02 
2.870E-02 
1.594E-02 
Std. Error 
.090 
.024 
.027 
.044 
.018 
.024 
.026 
.050 
.021 
.026 
.029 
.037 
.056 
.052 
.038 
.023 
.020 
.022 
.068 
.096 
.023 
.050 
.024 
.020 
Standard! 
zed 
Coefficien 
ts 
Beta 
-.023 
-.023 
.124 
.040 
.000 
.051 
.145 
.020 
-.048 
.069 
.160 
.160 
.055 
.030 
.029 
.014 
-.096 
.013 
.265 
.009 
.037 
.048 
.028 
t 
.573 
-.593 
-.520 
2.516 
1.330 
-.004 
1.182 
2.573 
.543 
-1.131 
1.959 
3.580 
2.719 
.977 
.647 
,751 
.401 
-2.266 
.169 
2.709 
.236 
.682 
1.193 
.795 
Sig. 
.567 
.554 
.604 
.012 
.185 
.997 
.238 
.011 
.588 
.259 
.051 
.000 
.007 
.329 
.518 
.453 
.689 
.024 
.866 
.007 
.813 
.496 
.234 
.428 
a- Dependent Variable; IMAGE 
Question Number 3 measured the profitabil i ty of the 
organizat ion. For Reliance, the mean score is 2.5815, t 
value is 2.516, coefficient is 0.110 and significance value 
is 0.012. The significance value is lower than .05. 
Therefore at 95 per cent level of confidence, the 
relat ionship between Profitability and Image is 
significantly related. 
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A unit increase in profitabili ty sliall lead to 0.110 point 
increase in image score. 
For the cost in dealing with different service providers , 
the lower the mean value the better it is for the 
re la t ionship. The mean value here for the variable "cost" 
is 2 .5387, coefficient is2-382 ^ t vale 1.330 and 
significance value 1.85. These values are substantial ly 
lower but not significant when compared to the image. A 
still lower cost of dealing is desired by the respondents . 
Quality Image refers to the overall quality of product and 
services provided by the telecom service providers . Here 
the mean value for Rel iance 's Quality Image is 2 .3321 , t 
value is - .004, and coefficient value is~^-50 . The 
significance value of 0.997 is higher than .05 of t value 
therefore; stat ist ical ly relat ionship between Quality Image 
and Image is not significant. This signifies that Quality 
Image has no direct bearing on the Image of the service 
provider. 
In quest ion-6 respondents were asked to rate the value of 
product and service they get from the service providers. 
The mean for value of Reliance is 2.3579 which is much 
lower than the mean value of Airtel but higher than the 
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value score of Tata. The t value for Reliance in this case 
is 1.182; coefficient is 3.116 and significance value of 
0.238. These values are suggestive of a non significant 
re la t ionship between value that customers get and image 
of the organizat ion. 
The seventh question pertains to Quality of Personnel . 
The respondents were asked to rate the quality of 
Company personnel on a five point scale of 0-4. The mean 
score for Reliance on this variable is 2.5026, t value is 
2 .573, and coefficient is 0.129. The significance value of 
0.011 is lower than .05. These values suggest that 
re lat ionship between Quality of Company Personnel and 
Company Image is significant at alpha 0.05. That is every 
unit increase in quality of personnel shall lead to an 
increase of 0.129 units in image. 
In question 8(a), the respondents were asked to rate the 
organizat ion they would recommend to the customers . The 
mean score for this variable is 2.4280, t value is 
w, (i: 
0.543, coefficient is ' -1^^ and significance value is 
found to be 0,588. These values suggest that the 
relat ionship between relationship outcomes and image is 
not significant. 
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Through Question 8(d) respondents were asked to state 
the possibi l i t ies of continued dealings with future that for 
a period of 2-5 years . The mean score for this variable is 
2 .3875, t value is -1 .131 , coefficient is -2.94 and 
significance value is 0.259. These values are indicative of 
a non significant relat ionship between continuity in future 
and image of the organizat ion. 
In question 9(a) respondents were asked to rate their 
commitment . How did they feel about product and service 
of different service providers? Rel iance ' s mean score for 
this question is 2.1734. The t value is 1.959, coefficient 
.Q-02 
is 5.726 and significance value is 0 .051. These values 
demonstrate that at alpha 0.05, the relat ionship between 
commitment and image are stat ist ically not significant. 
However, the significance value is just a point more than 
significant value. This means relat ionship very close but 
not significant. 
Question-10 dealt with the Process Areas. Here the 
respondents had to rate the quality of interaction they had 
with the Sales Executive or FOS. The mean score for this 
variable is 2.5014, coefficient is 0.133, t value is 
3.580and significance value is lower than 0.05. These 
values suggest that there is a significant re la t ionship 
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between interaction with FOS and image of the 
organizat ion. A unit increase in quality of interaction will 
lead to 0.133 unit increase in the image of Rel iance. 
In XI - Quality of Company Sales Personnel , questions 
were asked about different aspects of interaction between 
retai lers and company sales personnel. The table shows 
that mean score is 2.5235, t value is 2.719, coefficient is 
0.152, and significance value is 0.007. This signifies that 
relat ionship between interactions of company sales 
personnel and image is significant at alpha 0.05. 
Q u e s t i o n - l l ( d and (e) presents the measurement of 
quality of ordering and delivery. The mean score for this 
variable is 2.5134, coefficient is5-131 ^ t value is 0.977 
and significance value is 0.329. These values are showing 
that the relat ionship between ordering/delivery and image 
is not significant. 
For the quality of trade promotion schemes, the mean 
score is 2.5387, coefficient value is2-464 ^ i value is 
0.647 and significance value is 0.518. These values 
suggest that relationship between trade promotion 
schemes and image is not significant. 
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In question 12(a) respondents were asked to state the 
possibi l i t ies of increase in share of deal ings. The 
regression analysis results show a mean score of 2.3727, t 
value of 0 .751, coefficient value of 1-725 and 
significance value of 0.453. These values are suggestive 
of a non significant relat ionship between share of 
dealings and image of the organization. 
The respondents were further asked in question 12(b), if 
they would switch over to another organization in case of 
a better offer made by them. The mean score for this 
statement is 1.6605, coefficient value is^-^OS ^ t value is 
0.401 and significance value is 0.689. Here the 
relat ionship can not be said to be significant. However, 
there is less likelihood of switchover by retai lers to 
another organizat ion. 
In question 13(a), respondents were asked to rate the 
quality of invoicing. The mean score for this question is 
2.4022, t value is -2.266, coefficient is -4.92 and 
significance value is 0.024. These values are suggestive 
of a significant relat ionship between quality of invoicing 
and image of the organization. 
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In quest ion 13(b), respondents were asked to rate the 
quality of claims set t lements. The mean score for this 
quest ion is 2.5369, t value is 0.169 and coefficient is 
1139 and significance value is 0.866. These values are 
not showing a significant relat ionship between claim 
set t lement and image. 
On the quality of advertising respondents were asked to 
state their percept ions. The mean score for this question 
is 2 .5211 , t value is 2.709 and coefficient value is -0.261 
and significance value is 0.007. These values suggest that 
for Reliance there is significant relat ionship between 
Advert is ing and Image. 
Quest ion-14 shows the results of quality of back end 
support . The mean score for this variable is 2.4465, t 
value is 0.236, coefficient is5-529 g i^d significance 
value is 0.813. Based on the analysis of these figures it 
can be said that relationship between backend support and 
image is not significant. 
It seems that helpdesks facilities play a vital role in 
Reliance cellular services. The mean score for this 
variable is found to be 2.5219, t value is 0.682, 
coefficient value is 3.430 and significance value is 
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0.496. These values are suggestive of a non significant 
relat ionship between image and helpdesk faci l i t ies . 
The respondents were asked to state their feelings on 
problems they might have faced in the re la t ionship with 
the organizat ion. It is notes worthy that mean score here 
is 2.4170, t value is 1.193, coefficient is2-870 ^ and 
significance value is 0.234. These values suggest that 
there is no significant relationship between problem in 
relat ionship and image. 
The last question asked pertained to recurrence of 
problem. The mean score here is 1.5646, t value is 0.795, 
coefficient is ^-594 g i^d significance value is 0.428. 
These values show that there is no significant re lat ionship 
between recurrence of problem and image of Rel iance. 
TATA 
This section presents the results of statist ical analysis for 
TATA Indicom. The multiple regression analysis was 
carried out using SPSS. For the analysis, Image has been 
taken as dependent and other variables as independent . 
The Model summary presented above shows that R value 
for Tata is 0.976, ^ ' - 0 . 0 . 9 5 3 , F value of 219.832. These 
values signify that the relationship between dependent 
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variable and independent variables are significant. That is 
the value of 0.953 or 95.30%. This value is closer to I. 
Therefore it can be said that at 0.05 levels the 
relat ionship is s tat is t ical ly significant. 
Model Summary 
Model 
1 
R 
.976' 
R Square 
.953 
Adjusted 
R Square 
.949 
Std. Error of 
the Estimate 
.2458 
Change Statistics 
R Square 
Change 
.953 
F Change 
219.832 
dfl 
23 
df2 
247 
Sig. F Chans 
.001 
a. Predictors: (Constant), RECURREN, COMITMEN, QIIVIAGE, PROBSOLV, SWITCH, COST, BACKEND, SHARED • 
OUTCOMES, INVOICIN, PREF, QOINTERA, CONTINUl, ROI, HELPDESK, PROFITAB, INCENTIV, QOPERSON, I 
ADVERTIS, DELIVERY, TRPROMOT 
The coefficients table appended below depicts the results 
of analysis var iable-wise . ; the mean value for preference 
is 1.7823 which is a lower value on a five point scale of 
0-4. Overall , Tata stands at number five in the ranking 
done by the respondents in terms of preferred 
organizat ions . The coefficient for Preference is-5.28'° , t 
value stands at -1.260 and significance value at 0.209. 
These values are indicative of a non significant 
relat ionship between preference of the organizat ion and 
image of the organizat ion. However, closer looks at the 
values show that t is high and significance value of 0.209 
is closer to the critical value. Hence, it can be said that 
preference does have an impact on the image though 
mildly. 
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Coefficients? 
Model 
1 (Constant) 
PREF 
ROl 
PROFITAB 
COST 
QIMAGE 
VALUE 
QOPERSON 
OUTCOMES 
CONTINUI 
COMITMEN 
QOINTERA 
SPERSON 
DELIVERY 
TRPROMOT 
SHAREDEA 
SWITCH 
INVOICIN 
INCENTIV 
ADVERTIS 
BACKEND 
HELPDESK 
PROBSOLV 
RECURREN 
Unstandardized 
Coefficients 
B 
-1.13E-02 
-5.28E-02 
4.144E-02 
.412 
7.990E-02 
-1.38E-02 
-5.08E-02 
.301 
3.594E-02 
-3.41 E-02 
2.511E-02 
7.374E-02 
.122 
7.382E-02 
-.115 
-6.90E-03 
3.124E-02 
3.085E-02 
7.315E-03 
8.810E-02 
-7.57E-02 
2.842E-02 
2.003E-02 
-5.93E-03 
Std. Error 
.032 
.042 
.051 
.085 
.032 
.038 
.036 
.097 
.040 
.044 
.023 
.054 
.113 
.112 
.136 
.041 
.032 
.042 
.121 
.106 
.040 
.097 
.040 
.030 
Standard! 
zed 
Coefficien 
ts 
Beta 
-.053 
.041 
.409 
.085 
-.014 
-.054 
.299 
.037 
-.035 
.025 
.074 
.121 
.070 
-.115 
-.007 
.028 
.032 
.007 
.086 
-.076 
.028 
.020 
-.005 
t 
-.355 
-1.260 
.812 
4.847 
2.468 
-.360 
-1.420 
3.102 
.905 
-.772 
1.072 
1.370 
1.078 
.657 
-.844 
-.167 
.966 
.743 
.061 
.830 
-1.896 
.293 
.506 
-.201 
Sig. 
.723 
.209 
.418 
.000 
.014 
.719 
.157 
.002 
.366 
.441 
.285 
.172 
.282 
.512 
.399 
.868 
.335 
.458 
.952 
,408 
.059 
.770 
.613 
.841 
a- Dependent Variable: IMAGE 
The mean value for Return on Investment (ROI) is 1.7823. 
The coefficient is 4.144'°'", t value of 0.812 and 
significance value of 0.418. This again is statistically 
insignificant. For Tata ROI does not contribute to the 
image of the organization. 
For Profitability the mean value is 1.9010 which is closer 
to two and justifies that standing of the organization at 
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number five. The coefficient value is 0.412, t value of 
4.847 and significance value is,less than the cri t ical value 
0.05, therefore the relat ionship between profi tabil i ty and 
image are significant. This variable was also found 
significant for Airtel- the benchmarking organizat ion. 
Thus it can be assumed that profi tabil i ty has a 
contr ibut ion to make as far as image is concerned. 
Stat is t ical ly , a unit change in profitability will have an 
increase of 0.412 units in image. 
Cost as a variable is having a negative connotat ion. That 
is lower the cost or mean value better it is for the 
retai lers . The mean value for cost is 1.9004 which is high 
compared to other competi tors . The coefficient 157.990'° , 
t value is 2.468 and significance value is 0.14. Hence it 
can be concluded that there is a significant re lat ionship 
between image and cost of dealing with Tata. 
Var iable-5 , measured the overall quality of product and 
services. The mean value of quality image for Tata is 
1.8672, which low on a scale of 0-4. The coefficient value 
is- l .SS'"" , t value is -0.360 and significance value is 
0.719. Since-the significance value is greater than 0.05, it 
is s tat is t ical ly not significant. Thus it can be said that 
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quality image is not significantly related to image for 
Tata. 
The assessment of product value customer gets is being 
done in Vl-Value. For this variable Tata has a mean value 
of 1.8708. An agreement is shown by the respondents for 
getting value from Tata products. However, the 
coefficient is -5.08'° , t value is -1.420 and significance 
value is 0.157 .The significance value is higher than 0.05. 
Therefore it can be concluded that value is not 
significantly related to image or in other words image is 
not dependent on value of product and service for Tata. 
For question 7, quality of personnel, the mean value of 
Tata is 1.9011 which is slightly lower compared to others. 
The coefficient is 0 .301, t value is 3.102 and significance 
value is 0.002. Stat is t ical ly, for Tata, quality of personnel 
is significantly related to Image of Tata. That is a unit 
change in Quality of Personnel will have an increase of 
0.301 units in Image of Tata. 
For Relat ionship outcomes; the eighth var iable , the 
respondents were asked to rate the l ikelihood of 
recommending a brand. The mean value for this variable 
is 1.8118. This is suggestive of a low place in the minds 
of the respondents . The coefficient is3.594'° , t value is 
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0.905 and significance value is 0.366. Stat is t ical ly , the 
re la t ionship is not significant at 95% confidence level . 
The respondents were further asked to rate the possibi l i ty 
of continuing with the same service provider for 2-5 
years . The mean value for this question is 1.8284, SD 
0.1.1143. The coefficient is-3.4l '°^\ t value is -0.772 and 
significance value is 0 .441. Hence, we assume that 
s ta t is t ical ly , the relationship between continuity of 
dealing and image is not significantly related. In other 
words Tata customers do not seem to be loyal. 
Respondents were asked to rate their feelings; that is 
commitment towards the service providers. Here, the mean 
value is 1.3407, SD 1.0841. The coefficient is2.51l"'"', t 
value is 1.072 and significance value is 0.285. Since the 
significance value is higher than .05. Therefore, 
s ta t is t ical ly , the relationship between commitment and 
image is not significant at 95%. Commitment does not 
have a positive relationship with image of the 
organizat ion. 
The interaction with Sales executives/Feet on Street 
(FOS) has a mean value of 1.8864 and SD of 1.0936. The t 
value is 1.370, coefficient is7,374"' . The significance 
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value is 0.172 which is higher than 0.05 levels . The 
relat ionship is not significant at 95%. The quality of 
interact ion of sales executives/FOS has no significant 
re lat ionship with image. 
Quality of interaction with Company Sales Personnel has 
been examined in question. 11. The mean value is found to 
be 1.9008, SD is 1.0809. The mean shows that the 
respondents mildly agree with the statement for Tata. The 
t value is 1.078 and significance value 0.282 is higher 
than 0.05 and coefficient is 0.122. These values are 
suggestive of a non significant relat ionship between 
interaction with Company sales Personnel and image of 
the organizat ion. 
The quality of ordering and delivery has a mean value of 
1.8450, t value of 0.657, coefficient of-6.90"'"'and 
significance value of 0.512 which is higher than 0.05. 
This signifies that relationship is not significant at 95% 
confidence level. Ordering and Delivery is not related to 
image in case of Tata. 
The respondents were further asked to rate the quality of 
Trade Promotion Schemes. The mean value for this 
variable is 1.9254, t value is -0.844, coefficient is -0.115 
and significance value is 0.399, which is higher than 0.05, 
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therefore s tat is t ical ly the relat ionship between Trade 
promotion and image is not significant in case of Tata. 
The respondents strongly feel that their share of dealings 
is likely to increase in future. The mean value for this 
question is 1.8192, SD is 1.1125. These values are no so 
high and places Tata in the fifth position in the eyes of 
respondents . The coefficients for this question is-6.90'° , 
t value is 0.966 and significance value 0.335 is higher 
than 0.05. Therefore, it can be concluded that 
s ta t is t ical ly , share of dealings has no posit ive 
relat ionship with image of the organization. 
The respondents were further asked in question 12(b) 
regarding possibi l i t ies of switching over to another 
service provider in case of better offer. The mean value 
for this question is 1.4539. This signifies at tachment of 
the respondents with the present supplier. However, 
coefficient value is3.124"* , t value is 0.966 and 
significance value is 0.458. These values are quite lower 
but not significant at 0.05. Hence s ta t is t ical ly , the 
relat ionship between possibil i t ies of switching over to 
another company and image is not significantly related. 
That is retai lers would prefer to continue with the present 
organizat ion. 
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For quest ion number 13 (a) quality of invoicing, the mean 
value is 1.8081 and SD is 1.1156. The coefficient 
is3.085'°^', t value is 0.743 and significance value is .458 
which is higher than .05. Therefore, relat ionship between 
invoicing and image is not significant. Similarly, for 
quest ion 13(b), claims and incentive set t lement, the mean 
value is 1.9137, SD is 1.0822, t value is 0 .061 , 
coefficient is 7.315'° and significance value of 0.952 is 
higher than .05, therefore, the relat ionship can not be said 
to be significantly related. 
Question 13(d) and (e) pertains to Advert is ing and 
Merchandis ing. The mean value for this quest ion is 
1.9049 and SD value is 1.0668. The coefficient isS.SlO'"^', 
t value is 0.830. The significance value of 0.408 is higher 
than 0.05. Therefore, it can be concluded that re lat ionship 
between advertising and image is not significantly related 
for Tata. 
For the Backend support the mean value is found to be 
1.8007, coefficient is -7,54'""'", t value is -1.896 and 
significance value is .059 which is marginally higher than 
.05. This signifies that backend support has no 
relat ionship with image in this case. However, 
significance value is very close to 0.05, which signifies a 
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close relationship between backend support and image of 
Tata. 
In case of Help Desk also the mean value is 1.8930, t 
value is 0.293, coefficient is 2.842'° and significance 
value is 0.770. These values suggest that relationship 
between Help Desk and image are not significantly 
related. 
For question 16, the respondents were asked to rate the 
promptness with which problems is solved by the 
organizations. The mean value for this question is 1.7897, 
coefficient 15 2.003'" , t value is 0.506 and significance 
value 0.613 is higher than .05. Therefore statistically the 
relationship between problem solving has no bearing on 
the image. 
The last question was asked regarding recurrence of 
problem. The mean here is 1.3653. Coefficient {3-5.93'° , t 
value is -0.201 and significance value of 0.841. This 
value is higher than .05, thus it can be concluded that 
relationship between recurrence and image is adversely 
related. This signifies that recurrence of problem is less 
in case of Tata. 
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MTNL 
This section presents the results of statistical analysis for 
MTNL. The multiple regression analysis was carried out 
using SPSS. For the analysis, Image has been taken as 
dependent and other variables as independent. 
Model Summary 
Mod 
1 
R 
.985^ 
.Squar 
.970 
^djustec 
1 Squan 
.967 
:d. Error ( 
e Estima 
.2148 
Change Statistics 
:Squar 
Change 
.970 
Chang 
17.868 
df1 
23 
df2 
247 
5. F Chan 
.000 
apredictors: (Constant), RECURREN, COMITIVIEN, COST, SWITCH, BAG 
OUTCOMES, ROI, INTERACT, HELPDESK, QIMAGE, VALUE, INCENT 
PROFITAB, QOPERSON, DELIVERY 
The Model summary presented above shows that R value 
for MTNL is 0.985, ^ '=0.967, F value of 347.868. These 
values signify that the relationship between dependent 
variable and independent variables are significant. That is 
the value of 0.967 or 96.70%. This value is closer to 1. 
Therefore it can be said that at 0.05 levels the 
relationship is statistically significant. 
The coefficients table appended below depicts the results 
of analysis variable-wise.; the mean value for preference 
is 1.4244 which is a lower value on a five point scale of 
0-4. Overall, MTNL stands at number six in the ranking 
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Coefficients? 
Model 
1 (Constant) 
PREFER 
ROI 
PROFITAB 
COST 
QIMAGE 
VALUE 
QOPERSON 
OUTCOiVIES 
CONTINUI 
COMITMEN 
INTERACT 
SALESPER 
DELIVERY 
TRPROMOT 
SHAREDEA 
SWITCH 
INVOICIN 
INCENTIV 
ADVERTIS 
BACKEND 
HELPDESK 
PROBSOLV 
RECURREN 
Unstandardized 
Coefficients 
B 
9.517E-02 
7.913E-03 
2.348E-02 
.449 
6.472E-02 
9.695E-02 
.128 
.111 
4.163E-02 
-.129 
-2.55E-02 
-1.87E-02 
9.332E-02 
.108 
-5.83E-02 
-4.46E-02 
-3.79E-02 
4.009E-02 
.126 
7.160E-02 
-2.14E-02 
-1.71E-02 
-4,10E-02 
5.775E-03 
Std. En-or 
.088 
.038 
.045 
.086 
.030 
.046 
.046 
.099 
.046 
.059 
.033 
.057 
.089 
.111 
.079 
.040 
.037 
.038 
.063 
.084 
.033 
.069 
.043 
.032 
Standard! 
zed 
Coefficien 
ts 
Beta 
.008 
.023 
.444 
.067 
.093 
.124 
.110 
.040 
-.121 
-.009 
-.019 
.093 
.107 
-.058 
-.044 
-.034 
.037 
.128 
.071 
-.021 
-.017 
-.040 
.005 
t 
1.086 
.208 
.524 
5.199 
2.125 
2.098 
2.806 
1.124 
.910 
-2.170 
-.779 
-.326 
1.050 
.974 
-.739 
-1.109 
-1.028 
1.054 
1.993 
.855 
-.644 
-.248 
-.959 
.182 
Sig. 
.279 
.836 
.601 
.000 
.035 
.037 
.005 
.262 
.364 
.031 
.437 
.745 
.295 
.331 
.460 
.269 
.305 
.293 
.047 
.393 
.520 
.804 
.338 
.856 
a- Dependent Variable: IMAGE 
done by the respondents in terms of preferred 
organizat ions. The coefficient for Preference is 7.913"'", t 
value stands at 0.208 and significance value at 0.836. 
These values are indicative of a non significant 
relat ionship between preference of the organizat ion and 
image of the organization. Hence, it can be said that 
preference does have an impact on the image though 
mildly. 
2i: 
The mean value for Return on Investment (ROI) is 1.7823. 
The coefficient is 2.348'°"', t value of 0.524 and 
significance value of 0 .601. This again is s tat is t ical ly 
insignif icant . For MTNL, ROI does not contr ibute to the 
image of the organizat ion. 
For Profi tabil i ty the mean value is 1.4877 which is closer 
to one and just i f ies that standing of the organizat ion at 
number six. The coefficient value is 0.449, t value of 
5.199 and significance value is less than the cri t ical value 
alpha 0.05, therefore the relat ionship between 
profi tabil i ty and image is significant. This variable was 
also found significant for Airtel- the benchmarking 
organizat ion. Thus it can be assumed that profi tabil i ty has 
a contr ibution to make as far as image is concerned. 
Stat is t ical ly , a unit change in profitability will have an 
increase of 0.449 units in image. 
Cost as a variable is having a negative connotat ion. That 
is lower the cost or mean value better it is for the 
re ta i lers . The mean value for cost is 1.4354 which is high 
compared to other competitors and organizat ional 
s tanding. The coefficient 156.472'°', t value is 2.125 and 
significance value is 0.35. Hence it can be concluded that 
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there is a significant relationsiiip between image and cost 
of dealing with MTNL. 
Variable-5, measured the overall quality of product and 
services. The mean value of quality image for MTNL is 
1.3911, which low on a scale of 0-4. The coefficient value 
is9.695"'^\ t value is 2.098 and significance value is 0.037. 
Since the significance value is lower than 0.05, it is 
statistically significant. Thus it can be said that quality 
image is significantly related to image for MTNL. 
The assessment of product value customer gets is being 
done in Vl-Value. For this variable MTNL has a mean 
value of 1.3948. An agreement is shown by the 
respondents for getting value from MTNL products. 
However, the coefficient is 0.128, t value is 2.806 and 
significance value is 0.005. The significance value is 
lower than 0.05. Therefore it can be concluded that there 
is significant relationship between value customer gets 
and image of the organization. A unit increase in value 
will lead to 0.128 units increase for image. 
For question 7, quality of personnel, the mean value of 
MTNL is 1.5077 which is slightly lower compared to 
others. The coefficient is 0.111, t value is 1.124 and 
significance value is 0.262. Statistically, for MTNL, 
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quality of personnel is not significantly related to Image 
of MTNL. 
For Relationship outcomes; the eighth variable, the 
respondents were asked to rate the likelihood of 
recommending a brand. The mean value for this variable 
is 1.3727. This is suggestive of a low place in the minds 
of the respondents. The coefficient 184.163'° , t value is 
0.910 and significance value is 0.364. Statistically, the 
relationship is not significant at 95% confidence level. 
The respondents were further asked to rate the possibility 
of continuing with the same service provider for 2-5 
years. The mean value for this question is 1.3727, SD 
1.1128. The coefficient is-.129, t value is -2.170 and 
significance value is 0.031. Hence, we assume that 
statistically, the relationship between continuity of 
dealing and image is significantly related. In other words 
Tata customers do seem to be loyal. 
Respondents were asked to rate their feelings; that is 
commitment towards the service providers. Here, the mean 
value is 2.5658, SD 0.4203. The coefficient is2.55"'"', t 
value is -0.779 and significance value is 0..437. Since the 
significance value is higher than .05. Therefore, 
statistically, the relationship between commitment and 
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image is not significant at 95%. Commitment does not 
have a positive relationship with image of the 
organization. 
The interaction with Sales executives/Feet on Street 
(FOS) has a mean value of 1.4894 and SD of 1.1899. The t 
value is -0.326, coefficient isl.87'" . The significance 
value is 0.745 which is higher than 0.05 levels. The 
relationship is not significant at 95%. The quality of 
interaction of sales executives/FOS has no significant 
relationship with image. 
Quality of interaction with Company Sales Personnel has 
been examined in question 11. The mean value is found to 
be 1.4991. The mean shows that the respondents mildly 
agree with the statement for MTNL. The t value is 1.050 
and significance value 0.295 is higher than 0.05 and 
coefficient is9.332 . These values are suggestive of a non 
significant relationship between interaction with Company 
sales Personnel and image of the organization. 
The quality of ordering and delivery has a mean value of 
1.5018, t value of 0.974, coefficient ofO.108 and 
significance value of 0.331 which is higher than 0.05. 
This signifies that relationship is not significant at 95% 
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confidence level. Ordering and Delivery is not related to 
image in case of Tata. 
The respondents were further asked to rate the quality of 
Trade Promotion Schemes. The mean value for this 
variable is 1.5059, t value is -0.739, coefficient is 
-5.83'°^ and significance value is 0.460, which is higher 
than 0.05, therefore statistically the relationship between 
Trade promotion and image is not significant in case of 
Tata. 
The respondents strongly feel that their share of dealings 
is likely to increase in future. The mean score for this 
question is 1.4133. The coefficients for this question 
is-4.46"' ' , t value is -1.109 and significance value 0.269 
is higher than 0.05. Therefore, it can be concluded that 
statistically, share of dealings has no positive 
relationship with image of the organization. 
The respondents were further asked in question 12(b) 
regarding possibilities of switching over to another 
service provider in case of better offer. The mean score 
for this question is 1.2399. This signifies attachment of 
the respondents with the present supplier. However, 
coefficient value is-3.79'" , t value is -1.028 and 
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significance value is 0.293. These values are lower but 
not significant at 0.05. Hence statistically, the 
relationship between possibilities of switching over to 
another company and image is not significantly related. 
That is retailers would prefer to continue with the present 
organization. 
For question number 13 (a) quality of invoicing, the mean 
value is 1.3764 and SD is 1.1049. The coefficient 
184.009'" , t value is 1.054 and significance value is 0.293 
which is higher than .05. Therefore, relationship between 
invoicing and image is not significant. Similarly, for 
question 13(b), claims and incentive settlement, the mean 
value is 1.5157, SD is 1.2015, t value is 1.993, 
coefficient is 0.126 and significance value of 0.047 is 
lower than .05, therefore, the relationship can be said to 
be significant. 
Question i3(d) and (e) pertains to Advertising and 
Merchandising. The mean value for this question is 
1.5072 and SD value is 1.1729. The coefficient 187.160'"'", 
t value is 0.855. The significance value of 0.393 is higher 
than 0.05. Therefore, it can be concluded that relationship 
between advertising and image is not significantly related 
for MTNL. 
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For the Backend support the mean value is found to be 
1.4059, coefficient is -2.14'°^', t value is -0.644 and 
significance value is .520 which is higher than .05. This 
signifies that backend support has no significant 
relationship with image in this case. 
In case of Help Desk also the mean value is 1.4866, t 
value is -0.248, coefficient is -1.71'" and significance 
value is 0.804. These values suggest that relationship 
between Help Desk and image are not significantly 
related. 
For question 16, the respondents were asked to rate the 
promptness with which problems is solved by the 
organizations. The mean value for this question is 1.4133, 
coefficient is-4.10'° , t value is 0.959 and significance 
value 0.338 is higher than .05. Therefore statistically the 
relationship between problem solving has no bearing on 
the image. 
The last question was asked regarding recurrence of 
problem. The mean here is 1.2066. Coefficient is 5.775'° '^, 
t value is 0.182 and significance value of 0.856. This 
value is higher than .05, thus it can be concluded that 
relationship between recurrence and image is adversely 
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Chapter-6 
Over all Analysis and Discussion 
This chapter presents the overall results of the multiple 
regression analysis which has been carried out to tesl 
relationship between dependent variable image and host ol 
independent variables. 
Model S u m m ^ 
Mode 
1 
R 
.9773 
R Square 
.954 
Adjusted 
R Square 
.949 
3td. Error 0 
he Estimate 
7.668E-02 
Chanqe Statistics 
R Square 
Change 
.954 
- Change 
221.255 
df1 
23 
df2 
247 
lig. F Chang 
.000 
Durbin-W 
atson 
1.929 
a.Predictors: (Constant), RECURANC, COST, INTACTIO, OUTCOMES, ROI, INVOICE, SWITCH, PROB 
ADVERTIS, SHARE, BACKEND, PREF, VALUE, CLAIMS, HELPDESK, PROFITAB, ORDDEL, SALES! 
b-Dependent Variable: IMAGE 
The Model summary table presented above depicts that tht! 
value for all six organizations under study namely Airtel, 
Hutch, Idea, Reliance, Tata and MTNL. The combined R 
value is 0.977 and combined R is 0.949, standard error ol 
the estimate is 7.868 and F value is 221.255. The overall 
relationship of independent variables with dependeni 
variable is positive and significant. The descriptive 
statistics for these organizations show that for all variables 
which are positively worded the mean value vary from 2.15 
to 2.60 on five point likert-type scale of 0-4. The variables 
which are negatively worded, and where a lower mean score 
means a better status, over all, mean scores are between ol 
1.31 to 2.32 on a scale of 0-4. 
Coefficient^ 
Model 
1 (Constant) 
PREF 
ROI 
PROFITAB 
COST 
QIMAGE 
VALUE 
OOP 
OUTCOMES 
CONTINUI 
COMIT 
INTACTIO 
SALESPER 
ORDDEL 
SPROMOTI 
SHARE 
SWITCH 
INVOICE 
CLAIMS 
ADVERTIS 
BACKEND 
HELPDESK 
PROBSOLV 
RECURANC 
Unstandardlzed 
Coefficients 
B 
-6.70E-02 
3,182E-02 
-7.95E-04 
.239 
3.413E-03 
2.618E-02 
7.653E-03 
.192 
2.028E-02 
•4.56E-02 
7.054E-02 
2.718E-02 
.217 
.145 
1.519E-02 
-6.43E-02 
1.006E-03 
-2.03E-02 
3.771 E-02 
3.308E-02 
3.078E-03 
-5.52E-03 
3.066E-02 
-4.00E-03 
Std. Error 
.043 
.038 
.020 
.057 
.019 
.026 
.035 
.071 
.017 
.027 
.027 
.020 
.096 
.088 
.171 
.031 
.013 
.024 
.058 
.031 
.030 
.049 
.034 
.015 
Standardi 
zed 
Coefficien 
ts 
Beta 
.060 
-.001 
.232 
.004 
.030 
.008 
.188 
.027 
-.048 
.079 
.032 
.212 
.140 
.015 
-.075 
.002 
-.025 
.040 
.070 
.007 
-.005 
.032 
-.006 
t 
-1.550 
1.613 
-.041 
4.216 
.179 
.989 
.221 
2.717 
1.159 
-1.681 
2.571 
1.351 
2.261 
1.657 
.089' 
-2.051 
.076 
-.843 
.652 
2.032 
.201 
-.113 
.897 
-.268 
Sig. 
.122 
.108 
.968 
.000 
.858 
.324 
.825 
.007 
.248 
.094 
.011 
.178 
.025 
.099 
.929 
.041 
.940 
.400 
.515 
.043 
.841 
.910 
.370 
.789 
95% Confidence Interval for B 
Lower Bound 
-.152 
-.014 
-.039 
.128 
-.034 
-.026 
-.061 
.053 
-.014 
-.099 
.017 
-.012 
.028 
-.027 
-.321 
-.126 
-.025 
-.068 
-.076 
.002 
-.053 
-.101 
-.037 
-.033 
Upper Bound 
.018 
.137 
.038 
.351 
.041 
.078 
.076 
.332 
.055 
.008 
.125 
.067 
.405 
.318 
.351 
-.003 
.027 
.027 
.152 
.124 
.066 
.090 
.098 
.025 
a. Dependent Variable: IMAGE 
The coefficients table appended above shows that over all 
results of regression analysis for each item. The first column 
in the table shows the predictor variables (constant, 
preference, ROI, Profitability etc). The first variablt: 
(constant) represents the constant or Y intercept, height oi 
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the regression line when it crosses the Y axis. In other 
words, this is the predicted value of Image when all other 
variables are zero. 
The regression equation can be written as: 
Ypredicted=b0+bl*xl+b2*x2+b3*x3+b4*x4+b5*x5+b6*x6+b 
7 * x 7 + b 8 * x 8 + b 9 * x 9 + b l 0 * x l 0 + b l l * x l l + b l 2 * x l 2 + b l 3 * x l 3 + b 
1 4 * x l 4 + b l 5 * x l 5 + b l 6 * x l 6 + b l 7 * x l 7 + b l 7 a * x l 7 a + b l 8 * x l 8 + b 
19*xl9+b20*x20+b21*x21+b22*x22. 
Y/Image predicted= -6.70 + 6.182 * preference +-7.95 * 
ROI+ 0.239 * Profitability + 3.413 * cost+2-618 * Quality 
Image+7.653 *Value + 0.192* Quality of Personnel + 2.028 * 
Outcomes+"4.56 * continuity+^-054 * Commitment + 
2.718 *Interaction + 0.217*Company Sales Personnel -\ 
0.145*Ordering + 1-519"'" *Sales Promotion + ~6.43'°"'* share 
of dealings + 1-^ 06 *switchover + -2.03 *Invoicing. 4 
IA"02 in'^2 
3.771 *claims settlement + 6.308 *Advertising 4 
r^ tO '^"* 10""-' 
6.078 *Back end support + -5-52 *Help Desk ^ 
10 ID"* 
3.066 *Problem Solving + -4-00 * Recurrence of Problem. 
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The variable-wise analysis shows that for preference of the 
>io-' 
organization the mean score is 2.5584, coefficient is 6.182 
t Stat value is -.04 and significance (p) value is 0.137. 
Since the significance p>0.05, Null Hypothesis is accepted 
and alternate hypothesis is rejected. 
HOI: Customer 's Image of the organization is nol 
significantly related to their perceptions of the 
attributes of most preferred organization. 
This signifies that change in the preference of respondents 
will not have an impact on the image of the organizations. In 
our case the highest preference of customer is for Airtel. 
However, it is not necessary that it also enjoys the besi 
image in the market and even if it does so, this higher image 
can not be attributable to the preference of the customers. 
For the second variable Return on Investment (ROI), the 
coefficient value is"^-^^ , t value is -.039 and significance 
value of 0.038 is smaller than 0.05. Thus it can be concluded 
that ROI does have a significant relationship with image. 
H02: Customer 's Image of the organization is nol 
significantly related to their perceptions of the 
attributes of ROI. 
22: 
The Null Hypothesis H02 is rejected and alternate 
hypothesis is accepted. That is ROI has an impact on the 
image of the organization. 
For the third variable "profitabili ty", the coefficient value iji 
0.239, t Stat is 0.128 and significance is 0.351. Since the p 
>.05, the null hypothesis is accepted and alternate 
hypothesis is rejected. 
H03: "Customer ' s Image of the organization is nol 
significantly related to their perceptions of the 
organization where profitability is high". 
The profitability to retailers does not seem to affect the: 
image of the service providers. 
The fourth variable cost has a mean score of 2.3278, 
10"*" 
coefficient is ^-^^^ ^ t stat is -0.034 and significance value 
is 0.04. Since the p<0.05, the null hypothesis is rejected and 
alternate hypothesis is accepted. 
H04: Customer 's Image of the organization is nol 
significantly related to their perceptions of the 
organization where cost of dealing is the least. 
This means cost incurred in dealing with service providers i.s 
significantly related to image of the organization. A unit 
increase or decrease in the cost shall have an impact ol 
10""' 
3.413 units in the value of image. 
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The fifth variable Quality Image has a mean score of 2.5701, 
coefficient of2-61o ^ t stat is -0.026 and significance value 
is 0.078. Since the p>.05, null hypothesis H05 is accepted. 
H05: Customer ' s Image of the organization is not 
significantly related to their perceptions of the overall 
quality of products of the organization. 
It may be noted that statistically at 95 per cent confidence 
level, the overall quality of product and services has no 
significant relat ionship with image. However, at 90 per cent 
confidence level quality image would have a significant 
relationship with image of the organization. Gronrooji 
(1983), found that service quality is the single most 
important factor determining the image of the organization, 
In this case quality of Product and Service is in question, 
The organizations shall have to work on the quality oi 
product and services in order to improve their organizational 
image. 
The sixth variable "Value" refers to the value of product.'; 
and services customer would get from the suppliers. Tht: 
mean score in this case is 2.5824, coefficient is 7-653 ^ t stal 
is -0.61 and significance value is .076. Since the p>0.05, 
null hypothesis H06 is accepted. 
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H06: Customer 's Image of the organization is not 
significantly related to their perceptions of the value ol 
product/service. 
In this case as well, the quality of products and services are 
involved p<0.1 and the p value lies between 0.05-0.1, 
Although statistically null hypothesis is accepted bul 
otherwise value does have an impact on the image of the 
organization. 
The seventh variable "Quality of Personnel" refers to 
Company or supplier 's personnel. These are the person who 
directly interacts with the customers. The mean score here ij; 
2.5763, coefficient value is 0.192, t statistics is 0.053 and 
significance value is 0.332. Since the p>0.05, null 
hypothesis H07 is accepted. 
H07: Customer 's Image of the organization is not 
significantly related to their perceptions of the Quality 
of personnel of the organization. 
The company personnel do not contribute to the image oi 
their respective organizations. 
The eighth variable refers to "Relationship Outcomes", that 
is likely hood of recommendation of a brand by the retailers. 
In this the mean value is 2.5935 which is well above the 
average value of 2.00 and coefficient is 2.028 ^ t gtat is -
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0.014, significance value is 0.055. Since the p>0.05, the null 
hypothesis H08 is accepted. 
H08: Customer 's Image of the organization is not 
significantly related to their perceptions of the 
recommendation of a brand. 
Statist ically, there is no significant relationship between 
image and relat ionship outcomes. However, a close look at 
the p value shows that it is marginally higher than .05, 
P=0.055. Therefore, if the test is taken up at alpha 0.1 thi.s 
value would be accepted. The relationship between image 
and relationship outcomes is close to the significant 
relat ionship. 
The ninth variable is explores the possibility of a continued 
dealings in 2-5 years. The mean score for this variable is 
2.5796, coefficient value is -4-56 ^ t stat is - .099, and 
significance value is 0.008. Since p<0.05, null hypothesis 
H09 is rejected and alternate hypothesis is accepted. 
H09: Customer 's Image of the organization is not 
significantly related to their perceptions of the 
continuity of dealings in future. 
That is a unit change in the value of continued dealing will 
have "4.56 units increase in the value of image. Only i\ 
satisfied customer would be loyal enough to continue in 
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future. This is indicative of customer loyalty in the industry 
and mean score is also suggestive of the same. 
The tenth variable deals with commitment. That is "overall 
feelings of customers towards Product and Services". The 
mean score for this variable is 2.1525, coefficient is ' 
t Stat is 0.017 and significance value is 0.125. Since p>.05, 
null hypothesis is accepted. 
HOlO: Customer 's Image of the organization is nol 
significantly related to their perceptions of the overall 
feeling of the product/service of the organization. 
There is no significant relationship between image and 
overall feelings of the customers. 
If we examine the individual service providers for this 
variable, 'Commitment", it can be seen from Chapter-5 thai 
in case of Idea and Hutch the variable commitment is 
significantly related to image. However, the same is not true 
for Airtel, Tata and MTNL. 
The eleventh variable "Process Areas", where respondents 
were asked to rate the quality of interaction with 
Distributors Sales Executive/FOS. The mean score for this 
variable is 2.4676, t stat is -0.012 and significance value is 
0.067. Since the p>0.05, null hypothesis HOll is accepted. 
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HOl l : Customer 's Image of the organization is nol 
significantly related to their perceptions of the quality 
of interaction with organization's FOS. 
The alternate hypothesis may be accepted in this case. 
However, a closer look at the values suggests that p=.067 
which is a little larger than .05. Hence it can be concluded 
that there is a close relationship between image and 
interaction, but the same is not statistically significant. A 
look at the individual organizations coefficient table may 
show that relationship is found to be significant for Airtel, 
Idea and Reliance but the same in not significant for Hutch, 
Tata and MTNL. Difference in values here may be due to 
aggregation effect. 
The twelfth variable is dealing with interaction with Quality 
of Company Sales Personnel. The mean score for this; 
variable is 2.5654, coefficient is 0.217, t stat is 0.028. The 
p>0.05, therefore, null hypothesis H012 is accepted. 
H012: Customer 's Image of the organization is nol 
significantly related to their perceptions of the Quality 
of Sales Personnel of the organization. 
There is no significant relationship between quality oi 
interaction with Company Sales Executives and Image of the; 
organizations. 
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The thirteenth variable deals with Quality of Ordering and 
Delivery System. The mean score here is 2.5599, coefficieni 
is 0.145, t Stat is -0.027 and significance value is 0.318, 
Since the p>0.05, null hypothesis is accepted. 
H013: Customer 's Image of the organization is nol 
significantly related to their perceptions of the Quality 
of Order System of the organization. 
There is no significant relationship between image and 
Quality of ordering and delivery system. Individual 
coefficient tables in Chapter-5 also show that this variable 
is not having significant relationship except in case oi 
Hutch and Airtel where this variable is having significant 
relat ionship. Incidentally, these two organizations art; 
among the top three ranks. 
The fourteenth variable is concerning quality of Trade 
Promotion Schemes. The mean score here is 2.5621, 
coefficient value is -^^ ^^ ^ i g^at is -0.321 and significance 
value is 0.351. Since p>0.05, null hypothesis is accepted. 
H014: Customer 's Image of the organization is nol 
significantly related to their perceptions of the Quality 
of Trade Promotion Schemes of the organization. 
None of the organization has significant value for this 
variable. 
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The fifteenth variable deals with Share of Dealings. The 
mean score for this variable is 2.5996, t stat is -0.126, 
i io-
coefficient is -6.43 ^ and significance value of -0.003. 
Since p<0.05, null hypothesis is rejected at 95% confidence 
levet. 
H015: Customer 's Image of the organization is not 
significantly related to their perceptions of the 
possibil i t ies of increase in share of dealings from the 
organization. 
This signifies that share of dealings have significant 
relationship with image. That is a unit change in the value 
of share of dealings will also have a change of -6.43 [^ 
image. In individual scores only Hutch has a significant 
value for this variable. 
The sixteenth variable deals with possibili t ies to switching 
over to another company in case of a more lucrative offer, 
The mean score here is 1.4151. This is a low score showing 
loyalty of retailers with their suppliers. The coefficient 
value is -^^ 06 ^ t stat is -0.025 and significance value is 
0.027. Since the p<0.05, null hypothesis is accepted. 
H016: Customer 's Image of the organization is not 
significantly related to their perceptions of the 
possibil i t ies of a switchover from the organization. 
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There is a significant relationship between switching over 
and image. Less is the switchover higher would be the image 
and vice versa. 
The seventeenth variable talks about quality of invoicing. 
The mean score here is 2.5732, coefficient value is ~2.03 ^ 
t Stat is -0.068 and significance value is 0.027. Since 
p<0.05, null hypothesis is rejected. 
H017: Customer 's Image of the organization is not 
significantly related to their perceptions of the quality 
of invoicing of the organization. 
There is significant relationship between quality of 
« 
invoicing and image of the organization. 
The seventeenth variable pertains to claims settlement. The 
mean score for this variable is 2.5463, which is high value 
on a scale of 0-4. The coefficient value is ->-i'^ , t stat is -
0.076 and significance value is 0.152. Since p>0.05, null 
hypothesis is accepted. 
H017a: Customer 's Image of the organization is not 
significantly related to their perceptions of the quality 
of claim settlement of the organization. 
H017a: Customer 's Image of the organization is nol 
significantly related to their perceptions of the 
quality of claim settlement of the organization. 
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The value of p is higher but not very high to write off 
claims settlement as an important variable in the image 
building process which strengthens the Trade Relationship 
Management. 
The eighteenth variable is related to Advertising. The mean 
score for this variable is 2.4721, t stat is 0.002, coefficient 
value IS 6.308' , and p =0.124. Since p>0.05, null 
hypothesis is accepted. 
H018: Customer 's Image of the organization is not 
significantly related to their perceptions of the quality 
of Advertising of the organization. 
The values shown above all small and t value is minimal. 
There fore advertising does not seem to influence retailers 
mind. This may be a powerful medium of influence for the 
ultimate consumers but not for the retailers who would 
perhaps weigh the options as a business project rather than 
any other. Even in case of the results of individual 
organization multiple regression results as shown in 
Chapter-5, this variable is not found significant except in 
case of Reliance. 
The nineteenth variable relates to Quality of 
Service/Backend Support. The mean score is 2.5959, 
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1ft 
coefficient value is 6-078 ^ t stat is -0.053 and p value is 
0.066. Since p>0.05, null hypothesis is accepted. 
H019: Customer 's Image of the organization is not 
significantly related to their perceptions of the 
quality of Backend support of the organization. 
This signifies -that backend support does not have a 
significant relationship with image of the organization. 
However, p value is close to 0.05, which is suggestive of a 
close if not significant relationship at 95%. However, a1 
90% confidence level the value of p would fall within 
acceptable limits of significance. 
A look at the values of Help desk as a variable shows thai 
m ean score is 2.5695, coefficient value is -5.52 ^ t stat is 
- .101 , and significance value is 0.090. Here again, p>0.05, 
hence, null hypothesis is accepted. 
H020: Customer 's Image of the organization is not 
significantly related to their perceptions of the 
quality of Help Desk of the organization. 
The analysis of individual company shows that this value is 
significant in case of Idea. Since the p value is less than 0.1 
it is assumed that relationship is strong but statist ically not 
significant. 
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The last section of the instrument pertains to the past 
experience of the respondents. In the first one they were 
asked to state as to how promptly their problems were 
solved by the organizations. The mean value for this 
variable is 2.6015, coefficient is 3.066'° ^ t stat is -0.037 and 
p value is 0.098. Statistically, p> 0.05, hence, null 
hypothesis is accepted. 
H021: Customer 's Image of the organization is nol 
significantly related to their perceptions of the 
problem solving by the organization. 
There is no significant relationship between problem 
solving and image of the organization. 
The last variable asks the respondents to recall the 
recurrence of problem. The mean value here is 1.3155, 
coefficient is "4.00 ^ t stat is -.033 and p is 0.025. Since 
p<0.05, null hypothesis is rejected for this variable. 
H022: Customer 's Image of the organization is not 
significantly related to their perceptions of the 
recurrence of problem. 
There is significant relationship between recurrence oi 
problem and image of the organization. A unit increase in 
the value of recurrence shall lead to -4.00 units in image. 
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Chapter-7 
Conclusions implications and Limitations 
This chapter sums up this research study, conclusions and 
implications of the results and offers suggestions for future 
research. 
The Image as a variable was taken up as dependent variable 
and all other variables were considered as independent 
variable. 
Image: An organizat ion 's image is an important variable that 
positively or negatively influences marketing activities. 
Image is considered to have ability to influence customer 's 
perception of the goods and services offered. Thus, image 
will have an impact on customers buying behaviour. 
Service literature identifies a number of factors that reflects 
image in the customers mind Zeithaml and Bitner (1996), 
and Norman (1991). Image is considered to influence 
customer 's mind through the combined effects of advertising 
public relat ions, physical image, word of mouth, and their 
actual experiences with the goods and services. Similarly 
Gronroos (1983) using numerous researches on service 
organizations, found that service quality was the single most 
important factor or determinant of image. 
Results from the study indicate that all variables of Trade 
Relationship Management: 
Image 
Preferred Company/Service provider 
Return on investment 
Profitability 
Cost of dealing 
Product Quality Image 
Product Value 
Quality of Company Personnel 
Relationship Outcomes 
Commitment 
Process Areas (Three Parts) 
Interaction Quality with Sales Personnel 
Share of Dealings 
Invoicing (Three Parts) 
Quality of Backend support 
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• Quality of Help Desk and 
• Past Experiences (two parts), 
The factors mentioned above are being tested for 
significant relationship with Image. It is presumed that if 
variables are having a positive impact on image they 
would also be positively related to each other. 
It can be noted from Table-1 that Preference of the 
organization and image is not found to be positively aligned. 
There would host of other factors which may influence the 
customers to prefer an organization. Similarly, profitability 
is also not significantly related to image. Fung (2007) also 
found that profitability is not positively related to 
relationship. As a business deal ROI is being seriously 
considered by the retailers which have a significant positive 
relationship with image. In this study it was found that 10% 
to 20% ROI was considered. If ROI is increases as per 
regression equation image will also improve. 
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Table-1 
Variable 
Pref 
ROI 
Profitability 
Cost 
Q.Image 
Value 
QltyofPers 
Outcomes 
Continuity 
Commitment 
Qlty of inter 
Sales fore 
Delivery 
Tr Promo 
Share 
Switchover 
Invoicing 
Claims 
Advertising 
Back end 
Hip Dsk 
Prob Solv 
Recurrence 
Alpha 0.05 
***** 
***** 
***** 
***** 
***** 
***** 
***** 
Alpha 0.10 
***** 
***** 
***** 
***** 
***** 
***** 
***** 
Cost of dealing with the service provider is another 
important variable which the retailers take seriously. Lower 
the cost of dealing with the service provider more likelihood 
of business dealings and higher cost of dealings would deter 
the customers. Reichheld and Sasser, (1990) found that firms 
adopt relationship marketing only if it has the potential to 
benefit them. The benefits come through lower costs and 
increased profits due to lower defection rates. When 
customers enter into a relationship with a firm, they are 
willingly foregoing other options and limiting their choice. 
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The preference definitely indicates intention to associate or 
be associated with the supplier. 
Another variable Quality Image; the over all quality of 
goods and services also play a vital role in image building. 
In our case it was not found to be significantly related to 
image. However, the p<0.10 indicate the importance of this 
variable in the service organization. Similarly the value of 
product and services that customers get is also not 
significant at 95% but the same is close t the significance 
value and would be significant at 90% level. 
It is obvious from this study that a large number of retailers 
do recommend a particular brand to their customers. The 
p>0.05 hence not within acceptable limits of significant 
relationship but p=0.055. This value is closest to the 
acceptable value and hence can not be ignored by the 
suppliers. The cases of marginality may be seen here due to 
biases as well. As the following variable was concerning 
continuity with the service providers for up to 5 years. This 
association was significantly related with image. 
The Feet on Street or sales force plays a vital role in the 
determination of image. The p value was not found to be 
within the limits of 0.05; however, 0.067 is close to 0.05 
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and shows the importance of this variable for the 
organization in the trade relationship. 
The retailers value the future increase in share of dealings. 
If they know that their share will increase in future they 
remain satisfied and loyal to the suppliers. A unit increase 
in share of dealings shall also have an increase in the image 
component. The retailers do not wish to switchover to 
another competitor even if the offer is slightly better. This 
is an indication of customer satisfaction and loyalty. This 
variable was found to be positively and significantly 
associated with image. Quality of invoicing is another 
variable which plays an important role in the Trade 
relat ionship. It is having a significant relationship with 
image in our study. An invoicing system would include 
payment detai ls , discounts, credit details, time period given 
to make payment etc. 
The role of Services and backend support, Help Desk ready 
to help the customers are Problem Solving record of the 
organization also show potential for a better relationship 
leading to image building and Trade relationship. The values 
for these variables were found closer to the significant 
values but not less than equal to significant point of 0.05. 
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The retailers seem to be intolerant about recurrence of 
problem even if it is solved. Zero problems are difficult to 
achieve. However, recurrence is not desirable. An 
organization which can care for this variable may achieve 
higher image in the minds of customers. 
Advertising, merchandising and incentives, ordering and 
delivery, sales promotion material and financial credit are 
not found having a positive relationship with image in this 
study. However, Image is said to be having a positive 
relationship with customer satisfaction and loyalty. Paswan 
(2003), called the above listed factors as support factors and 
using multivariate regression found a significant 
relationship between channel members relation and support. 
Erdogan and Baker (2002) also reported similar results 
through their studies. Kandampully and Suharto (2000), in 
their study of hotel industry have found that image is 
positively related to customer loyalty as well as customer 
satisfaction. 
The Table below shows the individual significant values for 
all organizations. The organization wise details are depicted 
in the table above. Airtel has profitability, quality of 
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personnel, and quality of interaction with executives and 
Feet on street and Ordering and delivery system. 
Hutch is found to have significant relationship between 
profitabili ty, recommendation of a brand, interaction with 
sales executives, interaction of FOS, ordering delivery 
system and share of dealings with image. Similarly, Idea has 
significant relat ionship between preferences, ROI, cost. 
Quality Image, Quality of Personnel, feelings towards the 
product and services. Sales force, Help Desk support and 
problem solving and image. 
TabIe-2 
Variable 
Pref 
ROI 
Profitability 
Cost 
Q.Image 
Value 
QltyofPers 
outcomes 
continuity 
commitment 
Qlty of inter 
Sales fore 
Delivery 
Tr Promo 
Share 
switchover 
invoicing 
Claims 
Advertising 
Back end 
Hip Dsk 
Prob Solv 
Recurrence 
AIRTEL 
***** 
***** 
***** 
***** 
HUTCH 
***** 
***** 
***** 
***** 
***** 
***** 
IDEA 
***** 
***** 
***** 
***** 
***** 
***** 
***** 
***** 
***** 
RELIANCE 
***** 
***** 
***** 
***** 
***** 
TATA 
***** 
***** 
***** 
MTNL 
***** 
***** 
***** 
***** 
***** 
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Reliance is having significant relationship between 
profitabili ty, quality of personnel, quality of interaction 
with sales executives, sales force and advertising and 
merchandising with image. 
Tata and MTNL have significant relationship between 
profitabili ty, cost quality image, value, quality of personnel, 
and positive feelings towards product and services and 
image. 
The top three organizations are having Human Factors as 
important variables having significant relat ionship with 
image. This is perhaps the major reasons for their better 
performance. Fung et al., (2007), found that among the 
factors, it is the human resource and factors related to 
business operations scores very high in firm's performance. 
In our case, for all variables relationship between image and 
factors relating to human are positively related. 
Thus it can be concluded that all six organizations are 
having a group of variables which contribute to Trade 
relationship based on which they are having satisfied and 
loyal customers. 
Implications 
245 
The findings of different studies on the subject of CRM, 
mCRM, Channel relationship management and SCM reveals 
that in large number of cases these concept and principle 
have not been able to deliver the results for which it was 
applied. There is complete absence of any such study called 
Trade Relationship Management as far as the knowledge of 
researcher goes. Only a part of the relationship is being 
studied as quoted above. This study fills the knowledge gap 
to a limited extent. It can be utilised by the suppliers to 
streamline their operations and retailers to see what they 
need to do to main a meaningful and lasting relationship as 
profitability of both parties depend on the long term 
relat ionship. 
Limitations and future directions for research 
The implications of the findings hold important caveats for 
Trade Relationship Management, especially in an emerging 
market context. The study is an initial attempt to investigate 
the effect of Trade Relationship attributes on Image and 
Image on Customer satisfactions and customer loyalty. 
Given its exploratory nature, this study should be replicated 
in other countries in similar settings. 
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The sample size of 271 that too confined to Delhi and NCR 
further reduces the scope of generalization. A study with 
larger sample and geographical coverage would render the 
importance and scope of this study further. 
This study is confined to service sector organization and 
further reduced to the study of telecom service providers and 
retailers/ Trade partners. A comprehensive study on 
manufacturing sector and other organizations of service 
sector would enhance the value of this type of research. 
Use of simple ANOA and regression analyses may not at 
times depict the actual state of affairs and factor analysis 
perhaps could provide better results . 
Knowledge and biases of the researcher being an executive 
from telecom sector when the study started to the chief 
executive of retail organization can not be ruled out. 
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Trade Relationship Management 
QUESTIONNAIRE 
RESPONDENT DETAILS 
Mr./Mrs.: 
Shop Name: 
Shop Address: 
Contact No : 
Cell No: 
> BRIEF INTRODUCTION 
Hello! 
1 am conducting a survey on Trade relations and satisfaction of various telecom organizations. 
By conducting this survey we want to know what Channel Partners like you expect from a 
Telecom organization and what the organization can do to improve their services and 
relationship. There are no right or wrong answers, we are only interested in your opinion and 
all information by you will be kept confidential. 
• Are you the Owner / Manager of this agency / shop? 
Owner 
Manager 
• Can you please mention all the Telecom Service providers that you are 
dealing with, and for how many years? 
Airtcl years. 
Hutch 
Reliance 
Idea 
Tata Indicom 
Mtnl 
--years 
years. 
years. 
years 
years. 
Direction for recording your reply 
Note: Mark your answer using the following Scale. 
Excellent=4 Good=3 Poor=3 Very Poor=4 No comments=0 
Please rate the Telecom Service provider on the basis of (Produts/Services/Profitability) 
and which company is your preferred company. 
PREFERRED 
COMPANY 
AIRTEL HUTCH RELIANCE IDEA BSNL MTNL 
I-RETURN ON INVESTMENT 
l.a) How will you measure the ROI against the monetary investment you make in the business 
in terms of Credit facility. Please rate them on following scale; 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
l.b) Rate the ROI that you expect from the flowing service providers. 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL OTHERS 
I .c) Please rate the different aspects of ROI. 
Investment 
Margins 
Credit Period 
Profit on Sales Volume 
PROFITABILITY 
2 a) Taking your investments into consideration and the revenue you earn, how would you 
describe the profitability on scale of-: 
V high=l high=2 average=3 low=4 no comments=5 
Benchmark company= 
Profitability 
in business 
AIRTEL HUTCH RELIANCE IDEA 1 TATA MTNL OTHERS 
2 b) How will you rate the profitability of various service provider on the parameters listed 
below 
ExceUent=l Good=2 Average=3 Poor=4 No comments =5 
Benchmark company= 
Parameters 
Profit Margins 
Credit period enjoyed 
Received cash discount 
Bulk discount receive 
Profit on trade scheme 
Airtel Hutch Relian 
ce 
Idea TATA 
INDICO 
M 
MTNL Other 
s 
COST 
3.a) Please rate the Total Costs involved in dealing with various telecom service providers 
(Staff Salary/Infrastructure etc.) on the following scale-: 
AIRTEL HUTCH RELIANCE IDEA I TATA I MTNI. I OTHFR^ 
IV. IMAGE 
4. a) Please select the statement that might be used to describe the Telecom Service provider-: 
4=Strongly Agree, 3=Agree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree nor 
Disagree 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
The best brands in the Industry and the 
Market Leader. 
The overall Reputation of which brand is 
Excellent. 
I prefer over other brands and easy to do 
business with. 
Innovative company in terms of products, 
schemes and advertisements. 
Deals Ethically. 
Company which is a trustworthy and 
transparent in its dealing. 
Aggressive about business growth and 
quickly adapts to changing market needs. 
Responsive towards your needs and care 
about its trade partners. 
Consider you as a partner and works jointly 
with you for success and its growth. 
Airtel Hutch Reliance Idea Tata Mtnl 
V. QUALITY IMAGE 
5.a)Can you please rate the overall quality of Products and Services provided by all telecom 
services providers. 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
VI. VALUE 
6.a) Please rate the service provider on the basis of Value, which you get in terms of the 
products or ser\ ices. 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
VII. QUALITY OF PERSONNEL 
Q7a. Please rate the Overall Quality of Company Personnel. 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
7.b) Can you please rate the quality of Company Personnel 
1 
2 
3 
4 
4=Strongly Agree, 3=Ag 
Disagree 
Responsiveness of the 
company 
Personnel/Management. 
Considering your 
feedback while deciding 
on strategies 
Usefulness and 
frequency of meetings 
and conferences 
Being Helpful & 
Cooperative 
ree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree 
AIRTEL HUTCH RELIANCE IDEA TATA 
nor 
MTNL 
VIII. RELATIONSHIP OUTCOMES 
8.a) Please recommend a Telecom Service Provider, how likely are you to recommend 
Extremely likely =4 likely=3 somewhat likely=2 not likely=l No comments=0 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
8.b) Do you recommend brands to your customers? 
BRANDS RECOMMEND 
Yes 
No 
8.c) Please tell me which brands do you recommend to your customer? 
BRANDS RECOMMEND 
Airtel 
Hutch 
Idea 
Reliance 
TATA 
MTNL 
8.d) What are the possibilities that you will continue dealing with company? 
Extremely likely =4 likely=3 Not Likely=2 Extremely Unlikely =1 No comments=0 
Deal for 
2 years 
AIRTEL HUTCH RELIANCE IDEA TATA MTNL 
Deal for 
5 years 
AIRTEL HUTCH RELIANCE IDEA TATA MTNL 
IX. COMMITMENT SECTION 
9.a) Please rate your overall feelings towards all Telecom companies and its Products and 
Service on the following statements-: 
4=Strongly Agree, 3=Agree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree nor 
Disagree 
Your commitment towards the 
CO. considering the produt and 
services you recieved 
Switching to other company in 
case of the inefficiency shown 
by the company. 
Share good business 
relationship with the company. 
AIRTEL HUTCH REL TATA MTNL IDEA 
X. PROCESS AREAS 
lO.a) Please rate the Overall Quality of interaction with the Distributor Sales Executives/FOS 
on the following scale-: 
Excellent=4 Good=3 Poor=2 Very Poor=l No comments=0 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL OTHERS 
lO.b) Can you please rate the quality of interactions with the Distributor Sales 
Executives/FOS on some specific attributes mentioned below-:-
4=Strongly Agree, 3=Agree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree nor 
Disagree 
Regular visit by 
DSE/FOS. 
Responsiveness 
and helpfulness 
of Co.sales 
personal. 
Ability to keep 
commitments 
Sales executive 
knowledge 
regarding stock 
availability 
competition 
offerings. 
Ability to 
understand 
your 
requirement 
and build 
rapport. 
Easy access of 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL OTHERS 
the sales exe. 
Ease of 
escalating 
issues to the 
distributor if 
required 
Plan out shelf 
display/ pop 
and act as 
single windows 
for all sol. 
XI. COMPANY SALES PERSONNEL/QUALITY 
1 l.a) Please rate the Overall Quality of interaction with the Company Sales Personnel 
Excellent=4 Good=3 Poor=2 Very Poor=l No comnients=0 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
1 l.b Can you please rate the quality of interactions with the Company Sales Personel on some 
specific attributes. 
Exceilent=4 Good=3 Poor=2 Very Poor=I No comnients=0 
1 
2 
3 
4 
5 
6 
7 
Frequent visits 
by Company 
sales 
executives 
Knowledge of 
company sales 
exe. About co. 
products. 
Ability to 
understand 
your 
requirements 
Accessibility 
and 
Responsiveness 
of sales 
executives 
towards you. 
Empowerment 
of Company 
sales 
executives 
Marketing 
support 
provided by 
sales exe.based 
on your 
feedback 
Adequacy of 
information 
made available 
to you viz 
technical 
features/quality 
AIRTEL HUTCH 
• 
RELIANCE IDEA TATA 
INDICOM 
MTNL 
1 l.d) Please rate the Overall Quality of Ordering & Delivery on the following scale-
ExceHent=4 Good=3 Poor=2 Very Poor=l No comments=0 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
10. e) Please rate the quality of Ordering & Delivery process of ALL THE COMPANIES & 
Benchmark on some specific attributes 
4=Strongly Agree, 3=Agree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree nor 
Disagree 
1 
2 
3 
4 
5 
6 
Placing the order 
easily. 
Timeliness of 
Delivery under 
special 
circumstances. 
Handle urgent 
requirements & 
newly launched 
products 
effectively. 
Products 
availability. 
Speed of 
resolving issues 
related to 
billing/collection 
Proper time 
given to make 
the payment. 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
1 l.g) Please rate the overall quality of Trade Promotions and Scheme of all the companies on 
the following scale-: 
Quality of 
Trade 
Promotions 
& 
Schemes. 
AIRTEL HUTCH RELIANCE TATA 
INDICOM 
MTNL OTHERS 
11 .h) Can you please rate the quality of Trade Promotions & Schemes of ALL THE 
COMPANIES & BENCHMARK on some specific attributes. 
4=Strongly Agree, 3=Agree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree nor 
Disagree 
1 
2 
3 
4 
5 
6 
7 
8 
Setting fair and 
reasonable targets 
Rewards given for 
achieving the 
targets. 
Timely intimation 
on trade schemes 
Introducing trade 
schemes on regular 
basis 
Response towards 
competitive trade 
scheme 
Time allotted to 
achieve the targets. 
Timeliness in 
offering the 
rewards/realization 
of benefits 
Innovativeness of 
trade schemes. 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
XII. SHARE OF DEALINGS 
11. a) What are the possibilities that your share of dealings from the company going to 
increase in future? Rate them on the following parameters 
Excellent=4 Good=3 Poor=2 Very Poor=l No coinments=0 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTOL 
12. b) What are the possibilities of your switching to another competitor who comes to you 
with a better offer? Pleas rate them on the following paraters-: 
Switching in case of 
competitive/lucrative 
offer 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
INVOICING/CLAIMS/SETTLEMENT 
13.a) Please rate the Overall Quality of Invoicing/Claims/Settlement 
Excellent=4 Good=3 Poor=2 Very Poor=l No comments=0 
AIRTEL HUTH RELIANCE IDEA TATA MTNL 
13.b) Can you please rate the quality of Invoicing/Claims-Incentives settlement process of at 
the companies on some specific attributes listed below 
4=Strongly Agree, 3=Agree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree nor 
Disagree 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
Clarity in the 
payment details. 
Discount given 
by the co. on 
the mode and 
time of 
payment. 
Credit facility 
extended by co. 
for you. 
Behaviour of 
the person 
responsible for 
collection. 
Resolving 
claims/Incentive 
issues 
effectively 
Time period 
given to make 
the payment 
Timeliness in 
producing the 
Payment details 
Bill/invoices 
containing all 
relevant details. 
13.d) Can you please rate the Advertising & Merchandising of ALL THE COMPANIES. How 
will rate the Ovrerall Quality of Advertising & Merchandising support provided 
Excellent=4 Good=3 Poor=2 Very Poor=l No comments=0 
Quality of 
Advertising & 
Merchandising 
provided by 
the CO. 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
13.e) Please rate the quality of Advertising & Merchandising support of VARIOUS 
COMPANIES & Benchmark on some specific attributes. 
4=Strongly Agree, 3=Agree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree nor 
Disagree 
1 
2 
3 
4 
5 
6 
7 
8 
Local communication 
support and quality of 
advertising 
Providing 
advertising/schemes 
for the customer and 
support during 
launches. 
Availability of POP 
material like 
signboards and 
danglers. 
Effectively display of 
the shop material 
Effectiveness of the 
shop based materia! in 
terms of increasing 
sales. 
Adequacy and quality 
of shop based 
material like (Posters, 
danglers, stickers) 
Marketing support 
given by the co. 
Providing display 
preference scheme for 
dealers. 
AIRTEL HUTH RELIANCE IDEA TATA 
INDICOM 
MTNL 
XIV. QUALITY OF SERVICE & BACKEND SUPPORT 
14.a) Can you please rate the Overall Quality of Service & Backend support provided 
ExceIIent=4 Good=3 Poor=2 Very Poor=I No comments=0 
Quality 
of 
Service 
& 
Backend 
support. 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
XV. HELP DESK FACILITY 
15.a) Are you aware that within the Customer Care the co. has created a separate Help Desk 
for helping out Dealers / Retailers with their queries & concern? 
Aware Yes No 
15.b) Please rate the Overall Quality of Help Desk on the following scale-: 
Excellent=4 Good=3 Poor=2 Very Poor=l No comments=0 
Quality 
of Help 
Desk 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
15.c) Please rate the quality of Help Desk of the company on some specific attributes 
4=Strongly Agree, 3=Agree, 2=Disagree, 1= Strongly Disagree, 0= Neither Agree nor 
Disagree 
1 
2 
3 
4 
5 
6 
Getting through the 
Help Desk number 
easily 
Listen to your 
queries & solve it 
effectively 
Politeness & 
Courtesy of the Help 
Desk Executives 
Empowerment of 
the Help desk exe 
Information & 
Clarification 
provided bye the 
exe 
Time kept on hold 
during the 
conversation 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
XVI. PAST EXPERIENCES 
16.c) Can you please rate the Promptness in Solving Problem on the following scale-
Excenent=4 Good=3 Poor=2 Very Poor=l No comments=0 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
16.d) Please rate the Reoccurrence of Problem on the following scale 
Excellent=4 Good=3 Poor=2 Very Poor=l No comments=0 
AIRTEL HUTCH RELIANCE IDEA TATA 
INDICOM 
MTNL 
YOUR SUGGESTIONS if any. 
17.a) Please mention the three suggestions that you would like to make to help improve the 
quality of the product and services that it provides to its Dealers? 
1. 
THANK YOU!! 
